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The Only Fully Professional Quality Single Case 
Standard 16mm Sound Motion Picture Projector 
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Made by the world's foremost manu- 
facturer of sound and projection equip- 
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VISUAL PROOUCTS 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT. CAMDEN M.S 


in Canedax RCA VICTOR Company Limited, Montreal 
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PORTRAIT OF A YOUNG MAN 
WHO IS GOING PLACES 
IN TELEVISION 


Detroit 


1336 Book Building - 




















He has a pronounced flair for promoting 
sales by means of Motion Pictures and 
Television. 


He measures all scripts by the extent to 
which they lend themselves to VISUAL 
DRAMATIC ACTION. 


He knows what it takes—in skill and time 
and money — to produce a first-rate PRO- 
MOTIONAL film for showings to selected 
groups ...and he stoutly maintains that 
the same standards should prevail in con- 
tracting for films designed to sell goods 
or services by TELEVISION. 


He is keenly aware that Television —in the 
CLIENT'S eyes—has now become the touch- 





The technique of making films for television isn’t something you learn from a 
book ... or from shooting a lot of newsreel footage. Caravel learned the hard way 
—by making hundreds of successful films to promote sales. Ask us to show you 


9 some of the recent commercials we have made. Either at your offices or ours. 


stone for assaying “quality of service”... 
and that IF he fails to recommend and 
justify the proper budget, IF he fails to 
allow enough time for creating top-flight 
commercials (let alone the supporting 
programs!), IF he permits an inept hand 
to do the guiding AND DOES NOT VOICE 
AN EFFECTIVE PROTEST, certain major ac- 
counts that run into the millions of dol- 
lars can go flying out the window. 


He sets results ABOVE EVERY OTHER CON- 
SIDERATION — which is why this man and 
a number of others in like position are 
placing more and more of their television 
work with CARAVEL. 





CARAVEL FILMS 


INCORPORATED 


Tel. Woodward 6617 


New York - 730 Fifth Avenue - 





Tel. CIrcle 7-6111 


GREAT INDUSTRIES HAVE 
GREAT STORIES TO TELL 


Scene in a television studio from the thirty-minute motion picture 


~~ 


| 


“BEHIND YOUR RADIO DIAL” produced for the National Broadcasting Company by RKO Pathe, Ine. 


We Shot the Works 


| ip CAN ALL AMERICA see what it takes 


to make its great shows 


\ great business enterprise is like a chain 
reaction. No single element can give a true 
picture of what takes place behind the 
scenes. That’s why NBC turned to RKO 
Pathe to shoot the works—to portray vivid- 
ly in motion pictures just what goes on 
“BEHIND YOUR RADIO DIAL.” 


Only RKO 


1. A Firm Price for Your Film 
that meets all competition, quality for quality. 


a price 


2. Guarantee of Satisfaction no down 
or progress payments. You pay nothing unless 


you are thoroughly satisfied 


Through the magic of this film, day after 
day, people all over the country take part in 
the operations of America’s No. 1 Network. 
lhrough the sound motion picture, public 
relations becomes friendly relations. 


We think you will be interested in seeing 
“BEHIND YOUR RADIO DIAL,” as well as other 
examples of how RKO Pathe films do a 
real selling job for industry today. 


Pathe Offers: 


3. Best Facilities in the Industry —com- 
pletely equipped studios in both New York 
and Hollywood. 


1. An RKO Pathe Production —— tor torty 
years the hallmark of great pictures. 


How RKO Pathe can serve you 


We will be glad to furnish you with the 
full frank facts about RKO Pathe’s 
unique facilities. Most important, it will 
pay you to learn about our policy—cus 
tomer ownership of script, no payments 
until final picture is accepted. 


You may also judge the quality of Pathe 
films at a private showing at your con 
venience. Please attach this coupon to 
your letterhead and mail today. 


Name 
Title 
Company 


Address 


RKO PATHE, Inc. 


625 Madison Avenue, New York 22, N. Y. 
PRODUCERS OF BETTER COMMERCIAL AND TELEVISION FILMS FOR INDUSTRY 
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your sales impact with 
SOUND MOTION PICTURES! 


Tell your complete sales story, in less 
time ... get the undivided attention 
of the man who buys... with 

Bell & Howell Filmosound Projectors 














NEW SINGLE-CASE FILMOSOUND 


New lightweight 16mm projector . . . only 
35 4 lbs. ... in a compact, streamlined case. 
New slip-in reel arms; new aluminum sound 
head. Runs sound or silent films. Built-in 
6’’ speaker can be removed and placed near 
screen. Larger speakers available. With 6’’ 
speaker, an outstanding value $449 


at only er 
NEW ACADEMY FILMOSOUND 


Specially designed for 
sizable audiences. . . runs 
sound or silent 16mm 
films. Separate 8’’, 12’’, 
or power speaker, as re- 
quired. Includes all the 
outstanding improve- 
ments in the new Single- 
Case Filmosound. With 


8” ker, 
onli. ...c..... 
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SOUND MOTION PICTURES can deliver your sales 
story with undiluted effectiveness. Filmosound per- 
mits your salesman to give an expert demonstra- 
tion, in sight and sound, in the prospect’s office. 


Completely dependable operation has long been 
one of the major reasons why so many business 
firms prefer Bell & Howell Filmosound Projec- 
tors. Now a new Endurance Test proves again 
that a Bell & Howell assures you maximum avail- 
able projection time. 


No wasted appointments, no disappointed audi- 
ences, thanks to Bell & Howell dependability. 
And in addition, you get greatest protection for 
your valuable films, and minimum repair cost. 
Think what this means to you in terms of sound- 
film projector performance you can depend on— 
and in really /ow cost-per-hour operation. 


As further proof of this dependability, a B&H 
Filmosound Projector taken at random from 
stock, and using film, is in continuous operation 
on our laboratory test stand. It has now run 
1,400 hours with no time lost for repairs. For 
complete information, write Bell & Howell Com- 
pany, 7108 McCormick Road, Chicago 45. 


Guaranteed for Life. During life of product, any defects in 
workmanship or material will be remedied free (except 
transportation). 


Bell « Howell 











S.V.E. “INSTRUCTOR” 300 


For Quick and Easy Projection 
of 2” x 2” Slides, Single and 


Double-frame Filmstrips 





*® Fast “Push-in-Style” Threading 
* Quick Changeover to 2” x 2” Slides 


* Easily Adjusted Aperture Assembly 


@ This is the newest of S.V.E. Tri-Purpose 
projectors accommodating 2” x 2” slides, single 
and double-frame filmstrips. Can be threaded in 
quick “push-in-style” or in the conventional man- 
ner. Film advances smoothly . . . without scratch- 
ing or tearing . either forward or backward. 
Semi-automatic slide carrier covers Bantam frame 
as well as 35mm double-frame slides in 2” x 2” 


mounts. 


New, adjustable aperture assembly gives any 
size frame from single-frame to double-frame, 
with intermediate positions. Quick changeover 

a 


from filmstrips to 2” x 2” slides and vice versa. 


New design optical system with all elements 
coated. Complete with 5” Wocoted S.V.E. Ana- 
stigmat lens and two-tone lift off case, the “In- 
structor” 300 is being introduced at $90.00 





LEADING SOUND SLIDEFILM 
EQUIPMENT MANUFACTURERS USE 
S.V.E. PROJECTORS EXCLUSIVELY! 











Write for folder giving complete information 
on the new “Instructor” 300. 
iddress Dept. SC — 4. 


SOCIETY FOR VISUAL EDUCATION, INC 
A Business Corporction 


100 fest Obie Street Chicegeo 11, tH 


BUSINESS 
SCREEN 


PREVIEW OF CONTENTS 
Cover: Increasing sales through bette) 
visual education and promotional films 


Trends: Calendar of Events 
The Commercial Newsreel 

The Price of Freedom: a review 
The Case for Profits : 
With Confidence in the Facts 
This is General Electric 


VisuAL TRAINING REPORTS 

Dealers Learn About Mobiloil. 

Visual Training at Ford 

Case Histories of New Programs 
Westinghouse; Savings Bank Assn.; 
Variety Merchandiser; Bell Tele 
phone; Dearborn Chemical; Owens 
Illinois; American Legion Magazine; 
St. Joseph Lead; Army Medical (32) 

Borden Unveils Panoramic Show 

Know Your Insurance Agent 


DEPARTMENTS 
In the Picture Parade 
Television in the News 
News of the Television Screen 
Business Screen Executive 
Men Who Make Pictures 
New A-V Products 


PLUS: A DIRECTORY OF NATIONAL 


AUDIO-VISUAL) CONVENTION EXHIBITORS 


Office of the Publisher 
812 NortH DeaArBorN Sr., Cuicaco 10, Itt. 
O. H, Coelln, Jr., Editor & Publisher 
William Ball, Art Director 
Robert Whyte, Circulation 
Jack West 
Desk Editor 


Eastern Editorial Bureau 
Robert Seymour, Jr., Eastern Manager 
189 Fifth Avenue, New York City 
Phone: 

Riverside 9-0215 or MUrray Hill 2-2492 


Western Editorial Bureau 
Edmund Kerr, Western Manager 
6605 Hollywood Blvd., Hollywood, Cal. 
Telephone: Normandy 2-9490 


Issue Four, Volume len of Business Screen Magazine 
published June 20, 1949. Issued & times annually at 
six-week intervals at 812 N. Dearborn St., Chicago, by 
Business Screen Magazines, Inc Phone WHitehall 
1-6807-8. O. H. Coelln, Jr., Editor and Publisher. In 
New York: Robert Seymour, Jr., 489 Fifth Ave. Tele 
phones Riverside 9-0215 or MUrray Hill 2-2492. In 
Los Angeles: Edmund Kerr, 6605 Hollywood Blvd 
Subscription $3.00 (domestic); $4.00 foreign. Entered as 
second-class matter May 2, 1946, at the post office at 
Chicago, Ilinois, under Act of March 3, 1879. Entire 
contents copyright 1949 Trademark registered US 
Patent Office. Address advertising and subscription 
inquiries to the Chicago office of publication 





PROGRAM SERVICE 


for weekly 


Employee Showings 











* More than 85 sound and color motion 
pictures produced by American Industry and 
distributed by Modern Talking Picture 
Service, are available on a free loan basis. 

These films cover a wide range of interest; 
some deal directly with the basic structures of 
freedom and progress in the American Way— 
give a better understanding of our economic 
system—others provide information on con- 
sumer education, health and hygiene, home- 
making, thrift, sport and travel. 

Hundreds of successful industrial users re- 
port employee interest and enthusiasm for 
these entertaining and informative weekly 
They 
stimulate morale and build goodwill. 


film programs. provide relaxation, 

You can arrange a well-balanced schedule 
of selected films—suitable for men, women or 
mixed audiences—to be delivered on specific 


dates for your showings. 


26 Regional Film-Exchanges Help 
Arrange Schedules & Supply Programs 


Write for folder describing this 


employee program service 


( auy Ptace ) 


e4G uv & Fat OFF. 


MODERN TALKING 
PICTURE SERVICE, Inc. 


9 ROCKEFELLER PLAZA 142 E. ONTARIO ST. 
NEW YORK 20, N. Y. CHICAGO 11 





BUSINESS SCREEN MAGAZINE 








*CHICAGO 
M | 1345 Argyle Street _ 
otion pictures sponsored : 


by industry must necessarily meet with the approval NEW YORK 





of the sponsor and must also move to action the 385 Madison St. 
audience to which he directs his message. If a film 

also pleases the experts, both sponsor and producer | *DETROIT 
4925 Cadieux Rdiviy 


are gratified. 


Two Wilding pictures were so honored at the second 
annual film festival held in June under the auspices 
of the Cleveland Film Council. Voted best in the class 
of employee training was “You Can Tell by the 


Teller,” made for Ohio Bell and released by the Bell 


System. Winner in the field of industrial relations 





was “A Letter from America,” produced for Goodyear ST. LOUIS 


’ 4053 Lindell BI 
Tire & Rubber Company. 3 Linde vd 


Showing of either or both ean be arranged by calling | i 


CINCINNATI 
any Wilding studio or office in the seven cities listed | Neave Bldg. - 


on this page. *Studio Facilities 








PICTURE PRODUCTIONS, INC. 


? 
Western Electric 
RECORDING 


MOTION PICTURES e SLIDE FILMS « TELEVISION FILMS 





HE FILMS WE PRODUCE in this 
rapidly expanding field of commercial 
industrial films stand in continual 
judgement before the bar of public opinion. 
As the audience increases a hundred-fold with 
each month's output of 16mm sound projec 
tors and 35mm sound and silent slidefilm 
projectors, the audiences available for spon 
sored and informational films are coincident 
ally increasing. Millions of our fellow citi 
zens are seeing these pictures in their club 
rooms, factories, lodge halls, church auditori 
ums and the multitude of other places where 
people meet and discuss their mutual inter 
ests. 

That is the challenge we must now meet 
in two important ways. The first of these is 
obviously more good films. Meaningful tilms 
with highly original concepts in their creative 
construction are the least we can provid 
Get the cobwebs out of your minds and put 
the larceny of competition out of your hearts 
when you face the multitudes in this great 
audience. Kick the status quo out of your 
attitudes and look to the surging torces ol 
mankind's struggle for new social concepts 
Any darn fool who thinks that the social gains 
which the guy on the street has won in the 
last two decades are going to be reversed sim 
ply because some of them are being mis 
handled in Washington is spitting into his 
own wind, 

We have few restraints upon us beyond 
those which we impose through tear of ow 
own dreams, the lack of our own imagina 
tion, and sheer guts. If men like Bell, Car 
negie, and Edison had the brains to creat 
our wealth, can those who administer tor the 


future afford to have any less imagination? 


The Power of Films imply Demonstrated 


@ The medium of films is vastly unexplored 
as yet. Hollywood has amply demonstrated its 
emotional power and the truly international 
language with which it alone can speak 
Men like Robert Flaherty have captured th 
beauty and wonder of its story-telling magic 
Pictures like the Miracle in Paradise Vall 
The Light in Your Life, and The Magi 
Flame show us that commercial sponsorship 
and the interests of the public audience can 
be served with mutual profit: and undimin 
ished creative and technical skill 

This is what we believe. We share that 
belief with members of a small but prophetic 


group of sponsor executives who have founded 


right off the reel 


THE GREATNESS WHICH THIS 


POTENT MEDIUM OF PICTURES 


CAN ACHIEVE MERITS CREATIVE ORIGINALITY AND COURAGE 


the Industrial Audio-Visual Association. Phe 
professional interests of its members and the 
growing number of companies with film sec 
tions or departments is further evidence of 
the solid growth of this communication me 
dium. 

Most significant of all is the trend toward 
recognition of standards of quality and real 
values by the members of the Industrial Au 
dio-Visual Association. In two meetings this 
vear we have seen that theme stressed time 
and again. ‘These men know the worth ol 
creative ability. They know that pictures 
must move toward their destined greatness. 
Fortunately, in more than one instance, thei 
managements have demonstrated the courage 
and imagination to back them up. Their 
economies affected tor the good of their com 
panies will be in the areas of needless dupli 
cation, elimination of wasteful accumulation 
of unused prints, more effective internal use 
of all the media—in the proper places and at 
the proper time. 


Significant Research Study Just Published 


@ Lhe managements concerned with the tu 
ture ol the factual film will find substantial 
evidence tor faith and for continued progress 
in the recent publication of “Experiments on 
Mass Communication” the third volume in 
that vital series of studies in social psychology 
in World War IL. This report of the results 
of Army films in terms of increased learning, 
affects on attitudes, and the application of 
psychological principles to the complexities 
of films is a powertul foreword to an entire 
future program of similar research which in 
dustry should conduct. We note with ex 
treme interest the decision of Studebaker ex 
ecutives to conduct research on their new film 
Partnership in Faith reported elsewhere in 
this issue. We are keenly aware of the audience 
reaction research eflorts of the Bell Telephone 
md Shell Oil film people. 

We can take pride in external efforts to 
judge our wares such as the recent Cleveland 
Film Festival, the National Committee on 
Satety Film awards, the British “oscar” and 
Venice award to Flaherty’s Louisiana Story 
More and more of this should be encouraged 
Commercial film producers: please note 
@ \ closing word to our producer friends 
Yours is the greatest opportunity in the mod 
ern history of this medium. Some tell us that 
sponsors don't have the guts to take your ad 


vice. Others sav that the budgets aren't big 


enough, But they tell me, too, that the bud 
get lor The Quiet One was meagre. So it can 
be done! They have reported that Standard 
Oil of New Jersey contributed $258,000 to 
make Louisiana Story possible. So sponsors 
have courage! No, the challenge is yours in 
the medium you can help make better in al 
most everything you do. That you have the 
technical skill goes without question (or 
should at least) so the rest is up to the men 
who create and dream beyond the limits of 
the past—into the future where the medium 
can bring your sponsors a force they have 
long awaited, 

News Notes Reported at Presstime: 

@ M. Cray Apams has been appointed mana- 
ger of the commercial and television depart 
ment of RKO Pathe, JAY BONAFIELD, vice- 
president and general manager of the com- 
pany, has announced. 

@ The “biggest yet” trade show of the Na 
tional Audio-Visual Convention which opens 
on July 31 in Chicago will include the exhi 
tors especially listed for your benefit, begin 
ning on page 39 of this issue. 

@ That wonderful Cuicaco RaAtLroap Fair, 
which played to two and a halt million people 
last year, reopened June 25 for 100 days. All 
the railroads of last year plus two others are 
represented in an even better edition of this 
The “Wheels A’Roll 


ing” pageant has been restaged with many 


fascinating exposition 


new numbers and will again play to capacity 
audiences. So make your plans to attend now 
and come to Chicago for the Fair! 

@ Some great features are coming up in the 
August Business ScREEN. We've been work- 
ing on a major feature about the entire 
General Mills film program, including their 
sports films; there’s a round-up of other films 
in sports fields; the Illinois Central employee 
film showings will be described and a com 
plete research piece on film distribution may 
well be ready to begin publication in this 
HENLE Issue 

@ Copies of the recent Business ScREEN publi 
cation “The American Heritage in Films” 
can be obtained by writing the Advertising 
Department of the DeVry Corporation, 1111 
\rmitage Avenue, Chicago. 

@ Don't miss a copy of the “Experiments on 
Mass Communication” just published by the 
Princeton University Press. We're stocking it 
at Business ScReEN at the regular published 
price as a special reader service. See other 


OHC 


pages of this issue for particulars. 
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‘*THE LIGHT IN YOUR LIFE”, a motion 
picture fantasy, utilizing ingenious scenes of new 
cartoon animation techniques, conveys the importance 
of modern lighting in our complex society. It was 
produced in color for the Lamp Department of General 
Electric, whose skilled research and engineering has 


made this twentieth century magic possible. 
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STUDIOS * HOLLYWOOD 28 CALIFORNIA 


selling ' ‘millionaires’ vacations” 
to the millions 

















CHICAGO AND SOUTHERN A/lR LINES inc. 


uses a group of Ampro 16mm. sound projectors to 
glorify the romantic beauty of Caribbean air cruises 


New Low Price 
On the Ampro “Compact”’ 


ee ML es 
$ price—with full maintenance 
of every detoil of Ampro's fine 
precision workmanship — The 
Ampro Compoct is America's 


evistond: vol in 16 
Complete v ng valve in mm 


sound projectors 


Designed for Industry 


PORTABLE-A l6mm. sound projector, am- 
plifier, 8” speaker and cord, space for extra 
400’ reel—all in one portable case. 
COMPACT— Measures only 15” x 2114” 
9%”. Lightweight, easily portable. 

RICH TONE QUALITY—-Amazing quietness 
makes for complete listening enjoyment. 
PROTECTS FILM—Exclusive Ampro Triple 
Claw movement and other Ampro features 
assure complete film protection. 

EASY TO SERVICE—The entire chassis can 
be removed for mechanical and electrical 
servicing 

ECONOMICAL — Sturdy, tested design as- 
sures long, trouble-free operation — with 
minimum service cost. 


What was once a paradise for millionaires has 
now become a vacation playground for millions 
of average folks, due mainly to pioneering of 
package air cruises by C & S Air Lines. Spear- 
heading the promotion of vacations-by-air to 
Havana and Jamaica, the new 16mm. full color 
sound film, “The Skyway to Romance,” pro- 
duced for C & S by R. C. Bennett of Hollywood. 
This forward-looking air line has found that 
16mm. sound movies are a dramatically effec- 
tive way to sell the wonderful pleasures of their 
package air cruises. These busy Ampro Sound 
Projectors have become “Star Salesmen” for 
Chicago and Southern Air Lines, Inc.—turning 
prospects into passengers convincingly and 
profitably. 


Ampro sound projectors have been essential 
“business aids” in thousands of progressive companies 


More and more industrial leaders are realizing 
the tremendously effective impact of 16mm. 
sound motion pictures. Sound movies are being 
used with dramatic results in sales, employee 
training, product demonstrations and public 
relations. Every day new companies are add- 
ing their names to the list of those already 
making Ampro sound projectors pay big 


Ti 


\omm Silent 
glide Project? 


Proyector® 


business dividends. The superb “professional 
quality” picture and sound reproduction, the 
extra measure of film protection and easy 
serviceability—the skill acquired in 20 years 
of building premium quality projection 
equipment... all these things have made 
Ampro America’s preferred 16mm. industrial 
sound projector. 


COCCCE EEE EEE EEESESESESESESESEEEEE 
7 

eAMPRO CORPORATION BS104 ¢ 
$2835 N. Western Ave., Chicago 18, Ill. 

e Please send me full details, specifications and price 
eon the Ampro “Compact” 16mm. Sound Projector 
also free booklet, “\ Powerful Aid to Industry.” 
Name 

Address 


City State 
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@ If you show 16 mm. movies in a 
large auditorium — school, chapel, 
hotel ballroom, industrial theatre or 
other room, seating from 100 to 1000 
people—give your audience the finest 
projection of all! The carbon arc is 
four times brighter than the next best 
16 mm. light source. The “National” 
“Pearlex’’ Carbon Arc provides 
highest visibility and perfect color 
balance. 

A number of leading manufactur- 
ers now offer 16 mm. projectors fitted 


* VOLUME 10 * 


with the carbon arc lamp. Mail the 
coupon at right and we'll send you 
more details on the arc—and we will 
also ask the equipment dealer near- 
est you to tell you all about the 
projector. 


The registered trade-marks “National” and 
"Pearlex” distinguish carbons produced by 
NATIONAL CARBON COMPANY, INC. 


Unit of Union Carbide and Carbon Corporation 


30 East 42nd Street, New York 17, N. Y. 


Division Sales Offices: Atianta, Chicago, Dallas, 
Kansas City, New York, Pittsburgh, San Francisco 





| Carbon Company, Inc. 
30 East 42nd St., New York 17, N. Y. 


Please send me complete details on 
“National” Carbons for 16 mm. projec- 
tion...and ask my local dealer to ex- 
plain the advantages of the p: 
equipment. 





Dept. BS 


Street —+ 


City 














Automatic 
Sound 
Slide Film 
in 10 minutes 


All sound slidefilm programs 

can be converted for auto—- 
matic projection in the time 
it takes to play the record. 








You can convert any 
sound slidefilm simply 
and economically with 
the EXPLAINETTE Film 
Synchronization Punch. 





It is simply a matter 
of punching a series 
of holes in a piece of 
black leader stock and 
then immediately play-— 
ing your sound slide- 
film automatically. 


Write for illus- 
trated bulletin 
"Show Them Automat— 
ically". Address 
request to: 


VISUAL AIDS DIVISION 
OPERADIO MANUFACTURING CO. 


St. Charles, Illinois 
BS 79 




















BUSINESS SCREEN REFERENCE PUBLICATIONS 
s and guides are golf, football. et mir 


Watlable t for yvour refer 


\LUDIO - VISUAL PROJECTION 
ISTS HANDBOOK: colorful, plas 


ence shell 


NATIONAL DIRECTORY OF 
SAFELY FILMS: lists over 500 mo 


tic-bound manual on best presenta 
tion of films, includes special charts 


slidehilms includ diagrams, et« only SL.00 


only 2%. 


AMERICAN HERIT AGI IN 


SPORTS FILM GUIDE: lists near FILMS: special new listing of cur 
Iy SOO) motion rit nal slick rent films on this subject including 


films plus sources he baseball SOUTCES only 2% 


Order today from BUSINESS SCREEN MAGAZINE 
812 North Dearborn Street—Chicago 10, Illinois 














New York Film Council Elects 

Officers as Fourth Year Begins 

@ Starting its fourth year of ac- 
tivity, the New York Fitm Coun 
cit has elected IRVING JACOBY as 
chairman for 1949-50. 
whose documentary 
include The Pale Horseman, 
High Over the Border, and Jour- 


ney into Medicine, has been a 


Jacoby, 


productions 


member of the film group since 
Arpert |. Rosen- 
BERG, manager of the Text-Film 
division of McGraw-Hill, is the 
new vice-chairman. Reelected tor 
second terms as secretary and trea 
surer respectively were Sopuie C, 
Houne and 
MEYER. 


its inception. 


PHEODOSIA STRATE 


Executive Board members of 
the New York Film Council for 
1949-50 are Wittarp VAN Dyke, 
PHoMAs J. BRANDON, JULIEN Bry 
AN, Crecite STARR, JOHN FLory, 
Emity Jones, FLORENCE ANDER- 
SON, ROBERT SNYDER and Mrs. 
Mitprep MATHEWs. 

Ihe New York Film Council, 
an afhliate of the Film Council 
of America, is devoted to the in 
creased production, distribution 
and use of audio-visual materials 
in the public interest. With a 
membership of over 125 in the 
Greater New York area, the film 
group is made up of representa 
tives ol public libraries, schools, 
youth-sserving organizations, col 
leges and universities, museums, 
and other local and national pub 
lic service institutions, as well as 
film producing and distributing 
agencies. 

Activities during the past year 
have included a two-day work 
shop designed to assist: program 
planners in selecting and using 
non-theatrical films; a tormal ap 
pe al to the New York City Board 
of Estimates to increase its annual 
budget for audio-visual materials 
in city schools; and special assist- 
ance in establishing a non-theat 
rical film information center at 
the New York Public Library. 

\ monthly schedule of non-the 
atrical film events in New York 
City is one of the new undertak- 
ings of the film council. This 
schedule is an impartial listing of 
all screenings, lectures, film soci 
ety programs, and other meetings 
at which non-theatrical films are 
shown. The first undertaking of 
its kind in this field, the monthly 
calendar is mailed tree of charge 
to members of the group. 


New Booklet Published by Ampro 

@ A new 28-page booklet, 4 Pow 
erful Aid to Industry, has been 
made available by Ampro Corpo 


ration, manufacturer of precision 


l6mm sound = motion picture 
equipment. This booklet tells the 
proper function of sound motion 


pictures in industry. 


\mpro has put into print the 
experiences of industrial organiza- 
tions and their problems in job 
training, salesmanship, produc 
tion problems, and personnel re 


lations. 

Phis, plus other information on 
availability and facilities fon 
showing films, makes the booklet 
well worth a nominal 10c¢ cost. (In 
quantities $5.00 per 100 copies.) 
Write Ampro Corporation, 2835 
N. Western Avenue, Chicago 18, 
Illinois. 


BIS Film Chief Returns to England 


@ From the British INFORMATION 
SERVICES Comes word that THOMAS 
Honcée, director of films and pub- 
lications division, sailed for Eng 
land May 25. 
Mr. Hodge will discuss questions 
of film production and distribu 
tion with officials of the Foreign 
Ofhce and of the Central Office 
ol Information. 


While overseas, 


West Coast Television Stations 
Linked to Begin Network Operation 
@ Iwo video stations on the 
West Coast, KT LA of Hollywood 
and KFMB-TV of San Diego, 
have torged the first link in the 
coming West Coast television 
web. This step was taken when 
KITLA relayed the “Hoftlman 
Hayride” program to KFMB-T\ 
for that station’s inaugural pro 
gram. 

Kiaus LANDSBERG, Paramount's 
West Coast director, said that this 
is the beginning of an elaborate 
hook-up and an important mile 
stone for the television industry. 

Without the use of either coax 
ial cable or “booster” transmitter 
towers, 125 miles were bridged in 
bringing this network into being. 
This is the longest single-hop 
transmission of a signal for com 
mercial rebroadcast ever accom 


plished. 


Type Titles 





...asmall item in the 
cost, but a big factor in 
the appearance of the 
finished production. 


THE KNIGHT STUDIO 


341 EAST OHIO STREET - CHICAGO 11 
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This sensational new record 
cuts costs up to 42% 


More Program time per 12” Disc than on present 16” Record! 
to) 


COLUMBIA 


Long Playing Microgroove 
TRANSCRIPTIONS 












10” SIZE-13 MINUTES PER 
12" SUE-20 MUTES Pex Sie 















=~ 
Same, — 


Easier and Cheaper t 
Pack! (Smaller Cartons) 
























— 
NT 


Ncw All Records may be 
Carried—in the 
Projector Case 


— i 


Saves Storage Space! 








fA 


Full Columbia 
Transcription Quality 
Maintained Throughout! 














Before you start any slide film project—see and hear 
this great new LP record. Call, Wire, or Write 


Colambas Taanaceiptons 


A DIVISION OF COLUMBIA RECORDS @i 
and @{ Reg. U.S. Pot Of. Ma s Registrada lp Trade Mork 
New York: 799 Seventh Ave., Cude 5- 7300 
Los Angeles: 8723 Alden Drive, BRadshaw 2-5411 
Chicago: Wrigley Building, 410 North Michigan Ave., Whitehall 6000 
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Rolo) Gael: 


when you buy a bulb for your projector 


*& Maximum light! 
* More uniform screen brightness 
*% Dependable performance 


* Constant improvement 


For bright, clear pictures on the screen, be jector makers use G-E lamps as initial 
sure to ask for General Electric projection equipment. Incidentally, there’s a new look 
lamps. Research is constantly at work to to most G-E Projection lamps. They've 
improve them ... help you get more for been streamlined inside . . . for better per- 
your money. That's one reason most pro- formance. Have you looked at one lately? 


Remember... for every photographic purpose 


G-E LAMPS 
GENERAL @@ ELECTRIC 


“i 
1g Film Guide Library, prepare scriy 


FOR BUSINESS FILM USERS: A COMPLETE REFERENCE LIBRARY! 


a DITCTAICCC . . TAT ' 
itore f ST] y S filme . rit icvile 
Laitors I BUSINESS mound olldetiims, et vV rite 1eta 


nd ae 1cquiré 3 


BUSINESS SCREEN: 812 NORTH DEARBORN STREET — CHICAGO 10 





ig Sports Films, Satety 


| DuPont Begins Manufacture 
| of Magnetic Recording Stock 


@ Tue Du Pont Company is 


| turning out small scale pro- 
| duction of magnetic sound re- 


cording stock for use in the 
professional motion — picture 
industry 

Sull in the development 
stage, the new film is being 
evaluated in actual use by a 
number of studios, Du Pont is 
manufacturing it in its Par- 
lin, N. ]., works and has ade 
quate production equipment 
to meet all foreseeable de 
mand. 

Feature of this type of stock 
is that it can be played back 
immediately without develop 
ing. It can be edited immedi 
ately or wiped off for re-re 
cording. This is of particulan 
value in recording sound ef 
fects and saves much time for 
all recording. 

It is believed that the mag 
netic recording film will be 
used through all phases of 
motion picture production, 
except for release — prints. 
These prints will be made in 
the usual way with photo 
graphic sound tracks. This 
means no change will be nec 
essary in projecting equip 
ment now operating in thea- 
ters. 

\ post wal deve lopment, 
the Du Pont stock is .005 inch 
thick, is on acetate base, and 
is sold in widths of 35, 1714, 
and 16 millimeters 


| National Film Board Appoints 
| Chatwin Distribution Head 
@ Leonarp W. CHATWIN was 


| recently appointed director of 
distribution of Canada’s Na- 


rIONAL Fitm Boarp in Otta 


| wa to replace Jack Ralph who 
| is traveling abroad. 


Other appointments to take 


| place in the Board were: Ma- 


yor C. W. Carrer, director of 


} adult and visual education of 


the department of education 
ot Newfoundland, as NFB re 
gional agent at St. Johns; 
Cuaries W. MARSHALL, co-or 
dinator of Canadian non-the 
atrical distribution; MAurictr 
Cusreav, regional supervisor 
for Quebec; JoserH Beaurt 
GARD, assistant to Mr, Custeau 
and R. E. JOHNSON, acting as 
sistant regional supervisor in 
Regina 


Over LTOQOOO INDUSTRIAL COMPANIES 


NOW USE BUSINESS SCREEN SERVICES 
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THE INCOMPARABLE NEW DeVRY “SUPER 16” 


the Sound Metion Picture 
Pryecto of a Lifelime! 


= ee | 
és 1 NOW EXCLUSIVELY “SAPPHIRE-JEWELED” 


FOR AZLIFE OF MATCHLESS PERFORMANCE 


*. DeVry engineering leadership has now perfected a 
“Poi sound motion picture projector that out- 
performg and out-lasts anything in the field. To the 
incomparalie qualities of “Super 16” illumination 

.. /. brilliance and hithest-fidelity sound, DeVry research 

. 


. ss, ‘pas now added—for the first time anywhere in pro- 
R ) 
\ 
s 


. 
~ 


SN: .. . : 
jectivp—a sapphire-jeweled wnovement.* 
». 
. s 








There's Nothing That Compares With 
the Entirely New DeVry “Super 16° 


Truly incomparable, this new DeVry “Super 16” sound projector sets the highest 





standards of quality in screen illumination, sound reproduction, and all-around 
projection efficiency. 


Its long life of trouble-free performance affords maximum economy to the user, 


plus the finest in sound film presentation. Check these vital points of comparison: 


WHY DeVRY USES SAPPHIRE JEWELS 


LIGHT OUTPUT: by metered test the “Super 16” outperformed all competitive pro- 


jectors for most brilliant illumination by 40% to 250%. SOUND QUALITY: by 
metered test outperformed the field on truest-to-life sound. Every tone of voice. 
music or sound effects reproduced flutter-free as originally recorded. SPECIAL 
FEATURES: only DeVay gives you non-stop film performance with the exclusive 
“Auto-Magic” film positioner. First projector with magnesium alloy mounting 
plate, and other parts combining strength and lightness —— projector weighs only 
37 pounds! Speaker in matching duraluminum case weighs only 15 pounds. See 


it! Hear it! Compare it point by point! 


The 16mm sound projector with mazda illumination that approximates arc 
lamp brilliance. Eye-pleasing pictures obtained at distances up to 180 feet! 


At the vital points of film contact and 
maximum wear, the indestructible sap- 
phire jewels shown above now provide 
the “Super-16” with utmost film pro- 
tection and a lifetime of replacement- 
free performance at these points, Sap- 
phire jewels combine a hardness and 
toughness exceeding that of any man- 
made material, affording a wear- 


resistant surface that will not burr, 
corrode, or become distorted with use. 
Harder than the hardest steel and 
dimensionally stable against age or 
temperatures, these polished sapphire 
surfaces are the greatest economy to 
the user prolonging life of both 
equipment and valuable sound films. 
Your best buy is a DeVry! 


*Sapphire jewels (optional at slight extra cost) are available at five major points of the “Super 16" 


mechanism: 


rails of the aperture plate, as shown 


Write for free 
illustrated folder 
and specifications 


fddress Dept. IND 


the constantly moving shuttle (left above) which advances the film; and on the four guide 





DEVRY CORPORATION 


T1111 ARMITAGE AVENUE e CHICAGO 14, ILLINOIS 


New York: 52 Vanderbilt Ave. ¢ Hollywood: 5121 Sunset Blvd. ¢ In Canada: contact Arrow Films, Ltd. ¢ 1115 Bay St., Toronto 








Business Screen Bookshelf 


Maintained as an industry service for our 
readers .. . the Bookshelf now stocks every 
important reference volume devoted to 
audio-visual problems or utilization. Write 
for complete checklist. 


JUST PUBLISHED! 


The most important factual report 
on mass communications in wartime 


“EXPERIMENTS ON 
MASS COMMUNICATION” 


by Carl |. Hovland 
Arthur A. Lumsdaine 
Fred D. Sheffield 


Volume 3: Studies in Social 
Psychology in World War Il 


per copy $5.00 


Order today from 


BUSINESS SCREEN 


812 N. Dearborn Chicago 10 


Award Twelve Oscars 
at Cleveland Festival 


*® Over 200 enthusiastic film users gathered at 
the Hotel Carter on June 16 for the all day 
meeting of the Second Annual Cleveland Film 
Festival, The Preview Committees which had 
been screening all entries for several months 
selected 89 films which were shown in the 
following categories: Sales Promotion and 
Public Relations, Safety and Fire Fighting, 
Employee Training, Mental Hygiene, Art and 
Music, Religion, Industrial Relations, Super 
visory Training, Adult Education, Teaching 
and Classroom, and Travel. 


Throughout the day the audience attended 
the showings of their choice, selecting from 6 
diflerent screenings which ran simultaneously. 
Participants acted as film juries, casting ballots 
for the pictures which they considered most 
successtul in each group. W. Ward Marsh, 
motion picture critic of the CLEVELAND PLAIN 
Drater, awarded gold “oscars” to the prize 
winners at the banquet in the evening. 


\upieENCcE Secects TPwetve WINNERS 

Festival “oscar” winners were Our Silent 
Partner (East Ohio Gas Co.), Diagnosis Danger 
(St. Paul Mercury Indemnity), You Can Tell 
by the Teller (Bell Lelephone Co.), You 
Children and You (BIS), The Loon’s Neck 
lace (Crawley Films—EBF), Answer for Anne 
{ Letter from 
Imeria (Goodyear Tire and Rubber Co.). 


(National Lutheran Council), 


Picture in Your Mind (International Film 
Foundation), Princess and the Dragon (Ste 
ling Films), Farmer-Fisherman-Norway 
(United World), and Glacier Park and the 
Canadian Rockies (Paul Hoetler Productions) 
were the other Festival winners. All were 
chosen by the balloting of their audiences. 


NINETY-NINE Fitms WeERE SHOWN 

In the class of Supervisory ‘Training films, 
Strange Interview produced by The Jam 
Handy Organization tor General Motors was 
the first selection. The Bell ‘Telephone and 
Goodyear “Oscar” winners were produced by 
Wilding Picture Productions, Inc. Answer for 
Inne is a Caravel Films production, Diagnosis 
Danger, produced by Chicago Film Studios, 
was also a recent National Safety award win 
ner 

\ total of ninety-nine pictures were shown 
in the twelve classifications. Of these, twenty 
one were in the Teaching and Classroom area, 
thirteen on Religion, twelve in Art and Music, 


and thirty-two in the five industrial classifica 
tions. 

This year’s Film Festival was put on a self 
liquidating basis with registration for non- 
members at $7.00 for the entire day and eve 
ning program. Attendance would have been 
much larger among casual visitors on a “tree” 
admission basis but definitely interested group 
and business leaders were in attendance and 
in good numbers. 

Out of town visitors from the film field who 
attended the Festival were Allan H. Mogen 
sen, Director of the Lake Placid Work Simpli 
fication Conferences, who spoke and showed 
films on time and motion study, John Mac 
kenzie Cory, executive secretary of the Ameri 
can Library Association, Dennis R. Williams, 
vice-president, EBFilms, Kenneth R. Edwards, 
Eastman Kodak Co., Miss Florence Anderson, 
Carnegie Corporation of New York, and Mrs. 
Patricia Blair, Film Advisor, American Li 
brary Association, 

SpeciAL AWARD TO THE FestTivAL CHAIRMAN 

Surprise award of the evening meeting went 
to Miss Virginia Beard, Head of the Film 
Bureau, Cleveland Public Library, for het 
outstanding job as Program Chairman for 
the entire Festival. 

Phe preview committee chairmen respon 
sible for the selection of films were Richard 
F. Revnolds (Fuller, Smith and Ross, Inc.), 
Otto C, Haier (Standard Oil of Ohio), Dale 
Cannon (White Sewing Machine Co.), Samuel 
Whitman (Cleveland Mental Hygiene <Asso- 
ciation), Ada Beckwith (Lakewood Board of 
Education), Wm. 8S. Hockman (Lakewood 
Presbyterian Church), Leo Rosencrans (Wild 
ing), Tressa Jenkins (Ohio Bell Telephone), 
Leslie Frve and Ruth Thompson (Cleveland 
Board of Education), Fern Long and Elizabeth 
Hunady (Cleveland Public Library Adult 
Education Dept. and Film Bureau). 

The Festival was sponsored by the Cleve 
land Film Council whose officers are: presi 
dent, Harold R. Nissley (GE) ; first vice-presi 
dent, Mrs. Florence Craig (Cuyahoga County 
Library); second vice-president, Winifred 
Slenker (Ohio Bell ‘Telephone) ; 
secretary, Samuel E. Davies (Emerson Junior 


recording 


High School, Lakewood) ; corresponding sec 
retarv, Dwight Hanchette (retired) ; and trea 
surer, Kenneth Vermillion (Chambers School, 
East Cleveland) . cy 








MOTION PICTURES WANTED 


l6mm Kodachrome for school mar- 


ket. National organization interested 
completed films or uncut footage with 
educational value. Only professional 
quality material considered. Give full 


details first letter. Address Box 401. 
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The great films of 


Today are shot with 


q S;WMirchell co 


The MITCHELL STUDIO MODEL“ BNC” is 
a truly silent camera for sound photography. 
No blimp is required. Its smooth, positive 
operation saves many costly hours of pro- 
duction time. Since the introduction of the 
“BNC,” more and more major studios have 
made it standard equipment. 


ween 


“* 
‘ 


The MITCHELL “16” is enthusiastically 
acclaimed by leading commercial pro- 
ducers as the first professional camera to 
bring theatre-like quality to the 16mm 
screen. Typically MITCHELL in design 
and workmanship, it contains the same 
proven features that made MITCHELL 
cameras famous throughout the world. 
Now at a new low price. 


Wsitchell Camera Tonatiel 


666 WEST HARVARD STREET + GLENDALE 4, CALIFORNIA + CABLE ADDRESS: "MITCAMCO"’ 


EASTERN REPRESENTATIVE: THEODORE ALTMAN® 521 FIFTH AVENUE «© NEW YORK CITY 17 © MURRAY HILL 2-7038 


, 85% of the motion pictures shown in theatres throughout the world are filmed with a Mitchell 
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full color pictures as a 


di 


VIEW-MASTER 
STEREOSCOPE 


Durable plastic construc- 
tion. Simple, and quick to 
operate. 


VIEW-MASTER 
REELS 


Seven full - color stereo- 
scopic photographs on 
Reel. 


VIEW-MASTER 
NON-STEREO 
PROJECTOR 


Uses interchangeable 
View-Master picture Reels 
for group showings 


C 


ya Add color and depth to your 
sales story with dramatic View-Master 
Stereoscopic, full color Kodachrome pic- 
tures. Show customers your product, in- 
stallations, manufacturing operations and 
services in the amazing “come to life” real- 
ism of View-Master pictures. View-Master 
three dimension pictures are proven “door 
openers”, “attention holders”, “sales 
clinchers” in man-to-man selling. No dark 
room or electricity needed. Compact. 
Lightweight. Easy to carry. Each View- 
Master Reel holds seven different stereo- 
scopic photographs in planned sequence. 
Inexpensive to produce. Pictures may be 
projected in full color before group meet- 
ings with the View-Master non-stereo 
Projector. See for yourself. 


(GAs 


G PICTURES 


View-Mastet 

Commercial Re 
ents and customer! 
heck for $2 


els. te 
etu 
: No other obligation. 


chi 
or mail ¢ 











SAWYER’S INC., Commercial Sales Dept. 
Portland 7, Oregon, U.S.A. 


Send View-Master and 


Stereoscope or send you 


Company Name 
Address 
City 


By 


Commercial Reels for FREE EXAMINATION. I'll return 
check for $2.00 within ten days. 





Zone____ State 


Position 





YOUR CALENDAR OF 


Naved Convention and Trade Show 
at Hotel Sherman, Chicago July 31 
@ The NAVED Convention and 
Trade Show will continue from 
July 31 through August 3 at the 
Sherman in Chicago. All the new 
products of the industry will be 
shown in the 90 booths which will 


EVENTS 


cover the mezzanine of the hotel. 
There will also be showings ol 
new films and filmstrips. 


Film Council of America Annual 
Meeting in Chicago on July 30-31 
@ The second annual meeting of 
the Film Council of America will 
be held in conjunction with the 
1949 Annual Audio Visual Con- 
vention and Trade Show at the 
Sherman Hotel, Chicago July 30 
and 31. 

The FCA program will begin 
Friday morning July 29, with a 
meeting of the members of the 
FCA Senate followed by meetings 
of the Board of Trustees and the 
National 
Committee on Friday afternoon. 
The main program will begin at 
2 p.m. July 30, and will reach a 
climax at a banquet to be held 
that evening. 


Industrial Advisory 


The business meet- 
ing and election of officers will 
conclude the Conference Sunday 


morning July 31. 


Associated Industries of Cleveland 
Industrial Clinic in September 

@ Cleveland will hold the annual 
fall industrial clinic of the Asso- 
ciated Industries of Cleveland Sep- 
tember 16-17, Among the speakers 
at the sessions will be Lawrence 
Appley, president of the American 
Management Association and for- 
mer vice president of Montgomery 
Ward & Co. and Claude Robinson, 
president of the Opinion Research 
Corporation. 


Kodak First Quarter Earnings Drop 
9.1°/, Off Same Period of Last Year 
@ The first quarter earnings of 
EAstMAN Kopak Company has 
recently announced. The 
first quarter figure of $11,728,892 
is off 9.1 percent from the first 
quarter of last year. The earn- 
ings are equivalent to $.89 a share 
on the common stock. 

Tuomas J. HArcRave, presi- 
dent, states that, “We held our 
own in total sales during the first 
quarter of 1949, but there was a 
fairly strong downward trend in 


been 


the company’s business as the 
quarter progressed, which trend 


is still continuing.” 


Third International Film Festival 
Opens in Edinburgh on August 21 
@ The Third International Festi- 
val of Documentary Films will 
again be a part of the Internation- 
al Festival of Music and Drama in 
Edinburgh from August 21 to Sep- 
tember Il. As the only interna- 
tional festival devoted entirely to 
documentary films, the prestige of 
having films shown at Edinburgh 
is now a coveted honor among 
documentary producers through- 
out the world. While the festival 
is non-competitive, a much prized 
certificate is issued to all films se 
lected for exhibition. 

Films of real life from interna- 
tional sources will be shown daily 
throughout the three weeks of the 
festival — at seven major Sunday 
performances in the Caley Picture 
House, which will include the out- 
standing feature films, and at 
eighteen weekday performances in 
News Theatre, 
where the short 
films in many stvles will be shown. 

At last vear’s festival 130 films 
from 26 countries were shown, and 
from information already supplied 
it is clear that the international 


the Monseigneur 
Princes Street, 


interest will be as widespread on 
this occasion. In addition to the 
major film-producing countries 
represented last year, enquiries 
have been received from Mexico 
and Turkey, two countries not 
represented last year or the year 
before. 

One of the outstanding films 
shown at last vear's festival was 
Rubens, by Henri Storck of Bel- 
gium. The Belgian Embassy has 
intimated that Henri Storck’s new 
film on child delinquency will be 
available for this year’s festival. 

Among the Danish films which 
it is intimated will be available 
for the festival is one on the work 
of the Danish sculptor, Thorvald 
sen, by Carl Dre:er, director of 
The Passion of Joan of Are and 
Day of Wrath. 


SMPE Group Meets at Toledo 


@ At the recent central section 
regional meeting of the SocieTy 
or Motion Picrure ENGINEERS 
there were several items of interest 
to educators as well as engineers. 

There was a tour of the Strong 
Electric Corporation, manufactur- 
ers of arc lamps, spotlights, recti 
This was fol- 
lowed by a speech by Pror. Ros 
ert W. Wacner, department of 
photography, Ohio State Univer- 


fiers and reflectors. 


sity. He spoke on the 16mm pro- 
duction in the university field. He 
is the supervisor of motion pic- 
tures for the University. 
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We specialize in developing good film ideas that solve problems. 


Of course, if you have no problems..... 


YOu’RE LOOKING AT A FILM.... 
from the business side of the cellu- 
loid. Things look a lot different from 
this point of view: To the conscien- 
tious producer of commercial films 
—and especially to his client — the 
only successful film is one that 
solves a specific business problem. 

Because we understand that the 
finest production dramatically, tech- 
nically or story line-wise, is a flop 
unless it solves the client’s problem, 
our philosophy and technique of 
filmaking starts from the premise 
that every successful business film 
must do a specific job. The day may 


come when businessmen will buy 
films that merely entertain or self- 
glorify — until it does, we'll con- 
tinue to make films that solve busi- 
ness problems. 

For more than a decade, Films 
for Industry has been solving im- 
portant problems for its clients. 
Perhaps that is why it has grown 
to be one of America’s most impor- 
tant producers of business films... 
with one of the largest, self-sufficient 
studios in the industry ... and many 
of the country’s largest business in- 
stitutions among its clients. 


If you have a problem in your 
business, why not tell us about it? 
We'll show you some of our films 
(which will give you an idea of our 
scope, of our technical perfection 
which is recognized throughout the 
industry) but they, after all, are 
solutions to the other fellow’s prob- 
lem. Then .... we'll come up with 
a complete plan for solving YOUR 
problem ... . story line, sketches, 
shooting script, budget, etc. There 
will be absolutely no obligation of 
any kind. 

We have that much confidence in 
films that solve problems. 


FILMS FOR INDUSTRY, INC. 


NEW YORK—135 WEST 52nd STREET @ PLAZA 33-2800 


OUR GOOD FILMS HAVE SOLVED PROBLEMS FOR: Ansco + WiLLiAM L. Barrett Co., Inc. * Boonton Moipinc Company * BrIsTOL- 
Myers Co. « Burtincton Mitts, Inc. * CaLtinc ALL Girts Macazine + C. B.S. Tevevision + THe Cincinnati Mitiinc Macuine Co. + Formica 
InsuLaTion Co., Inc. * THe Gruen Watcu Co. + Ricuarpv Hupnut Company * Hucues Brusu Division, JoHNson & JoHNsoN * MacGrecor-GoLp- 
SMITH, Inc. * MAHONEY-Troast Construction Co. * Mopern Packacinc Macazine * PHILADELPHIA TEXTILE FinisHers Co. Proctor & GAMBLE * 
Pyrene Mrc. Company, Inc. * Rew’s Ice Cream * Society or Prastics Inpustries * Spautpinc Bakeries * Sun Oi Company * WESTINGHOUSE 
E.ectric Company * THe Univis Lens Co. * YALE UNIVERSITY 
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— PS —— THE COMMERCIAL NEWSREEL advertising,” Mr. Sawyer said, “is to have 
— ————_———_—__—— —_—— skilled salesmanship at the counter.”” Remark- 
Jersey City Film Aids Political Reform ing that manufacturers spend nearly four 
* Last month when Boss Hague and his billion dollars on advertising annually, he 
stooges were beaten in the Jersey City mayor- said that a small increase in the retail sales 
alty elections by the new Mayor John V. Ken- training budget, in relation to the advertising 
PROJECTION ny, leading politicos of the winning Freedom expenditure, would have given these products 
LENSES Vicket Party gave a lot of credit to a convinc- their final ‘over the counter push.’ ” 
ing film which had been regularly shown at 
tan eeanaieaiaie ical all pre-election rallies. 

16mm cine projectors Titled This Is Jersey City, the 12-minute Mr. Sawyer said that Johnson and Johnson 

35mm side pr newsreel type picture emphasized to the voters settled on a training film as the simplest and 
just what the social and business conditions cheapest way to improve retail sales tech- 
in the city were coming to, the deplorable niques. “There was no other way in which we 
depreciation of real estate, the terrible slums could really tell a good merchandising story 
all over the city and the shocking tax rate, at a cost of only a penny a minute for a re- 
one of the highest in the country. tailer’s exclusive attention,” he related. 

This Is Jersey City was produced by Red- In urging the wider use of training pictures 
mond Farrar of Mercury Pictures, New York. for retail sales personnel, Mr, Sawyer said that 
a reasonable entertainment value of films was 
an important factor. “The audience must like 
your picture,” he said. “If it’s full of your 

= * Emphasizing that the need for greater sales product but has no interest value, nobody s 
effort has increased with the return of normal attention will be held. The word will spread 

siainlaiiaiatads soit cant eainateall business conditions, William E. Sawyer, direc- and you'll have small audiences.” 
eill cintetn Scainen uaate Gt thet senen: 9088 tor of education for Johnson and Johnson, in 


jong focal iength projection ‘e 
— 


Recognized, and specified as standard equipment by Fim Costs Onty A Penny A MINUTE 


Sawyer of Johnson & Johnson Cites 
Film Value in Retail Sales Training 





fis ese Gace” seaioctioh in haneast tata, of a recent speech has urged members of the So- New Reval = PICTURE SHOWN 
hal aiia tab etadil enles ciety for the Advancement of Management to Johnson and Johnson's recently-produced 
projector when ordering | adopt retail sales training programs. Mr. retail training film was then shown to the 
: Sawyer said a recent survey by the National group attending the dinner meeting, and a 
Wholesale Druggists Association “showed that panel of experts in the fields of psychology, 
87 per cent of the druggists themselves seek management and personnel participated in a 
extra selling advice and training.” And, he “Sponsor Meets the Critics” discussion, The 
PERFECT PROJECTION noted, “54 percent of these specifically re picture, entitled Sell—As Customers Like It, 
el Taolh TTR Tait RTT quested clerk training.” was based on widespread interviews with drug- 


SIMPSON OPTICAL MFG. CO. 
3200 W. CARROLL AVE., CHICAGO 24, HL 35mm 


“The only way to corral the full force of gists, drug clerks and customers. 9 





Television 
Commercials 
on FILM 2 0 0 0 0 ee 6 © « Planned, Perfected and Previewed before Telecasting 


@ STOP-MOTION 

@ ANIMATION 

@ SPECIAL EFFECTS 

@ PROJECTED BACKGROUNDS 
@ TRICK PHOTOGRAPHY 


Write or phone for a screening of 
our television commercials 


ATLAS FILM CORPORATION 


Over 35 years experience in motion picture and slidefilm production 


1111 SOUTH BOULEVARD ..STUDIOS and LABORATORIES..... OAK PARK, ILLINOIS 
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Leading Industries throughout the nation 


eo nreter VICTOR 


16mm SOUND MOVIE PROJECTORS 


FOR THREE YEARS, National Oats Company of East St. Louis, Illinois, 
has successfully employed Victor 16mm projectors as a means of making 
friends and sales for their Corno Feed dealers. 

With the cooperation of National Oats representatives, Corno Farmer and Feeder 
Meetings are arranged in various dealers’ territories. Over 150 meetings have been 
held with more than 37,000 feeders in attendance. Highlighting every gathering are 
wholesome 16mm entertainment films, as well as films dramatizing farm feeding and 
management aids. 

The important role played by Victor in the sales and promotion program of 
National Oats Company typifies Victor value and versatility for modern industry , 
There is a Victor designed to meet your specific business requirements . . . to stimulate 


sales as well as to train and entertain employees. 


Miihor 5 Iainalograph Cupuratin 


A DIVISION OF CURTISS-WRIGHT CORPORATION 
Dept. Q-22, Home Office and Factory: Davenport, lowa + New York + Chicago 
Distributors Throughout the World 
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Send for 
“A Few Facts 
About Audio” 


AUDIO PRODUCTIONS, INC 


PRODUCERS OF MOTION PICTURES 
630 NINTH AVENUE « FILM CENTER BUILDING «+ NEW YORK, N. Y. 
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HE REAL MEASURE of this year’s 

crop oi industrial relations and “eco- 

nomic education” films is well worth 
noting. In preface to the five opening pages 
of this issue (dealing extensively with films of 
this type) we note these points of consid- 
eration: 

1. What is the size and character of the audi- 
ences viewing these films, i. e. are workers see- 
ing them? 

2. What are the opinions which members of 
these audiences hold after viewing the films? 
How have they received the sponsor's mes- 
sage? 

3. Is the content of these films reliable and 
truer 

INTERNAL PROGRAMS MOst SUCCESSFUL 

Most clearly successful of all films in this 
general subject area are those intended pri 
marily for internal employee showings. Such 
pictures as By Their Works (General Elec 
tric), Bell Heard "Round the World (Na 
tional Cash Register), Unfinished Business 
(U. S. Steel), and the General Mills annual 
report films are representative examples which 
have been well-received. The new Studebaker 
film Partnership of Faith (page 24) would ap 
pear to be an outstanding new picture of this 
type. 

Paradoxically, some of these films have been 
welcomed by employees of other industries 
and a healthy exchange of films established 
between many concerns can make a real con- 
tribution toward an understanding of our eco- 
nomic system. 

Wuat Asout OTHER “Messace” Firms? 

The audience for such “internal” film show 
ings is well-established and their sponsors 
make adequate provision for company-wide 
showings through “family evenings,” plant 
theatres, rented halls and school auditoriums, 
and portable projection. But what happens to 
the general “message” films such as those be- 
ing offered by Harding College and the Na 


tional Association of Manufacturers’ picture? 


The Harding College pictures are short, 
colorful and persuasive. But they will fall 
largely short of their potential audience if 
their sponsors continue to depend on a single 
national distribution source and outright 
print sales. Excepting the obviously large 
distribution of theatrical prints on Make Mine 
Freedom, etc., the 16mm program depends on 
maximum convenience of prints, free of cost 
or on a low service charge basis. 

The Price of Freedom, the NAM film re- 
view on this page, faces an uncertain distribu 
tion future. Well-produced and technically ex- 
cellent, the content of this picture is not 
clear-cut and readily understandable. It may 
well be defended as a “new concept” which 
appreciates the intelligence of its potential 
audience but an audience of industrial film 
executives meeting at Dearborn, Michigan, 
this month found the “message” somewhat ob- 
scure (as did our reviewer) . 

There are those in business (and in labor) 
who are still waiting for something richer 
and more meaningful in the medium of “hu- 
man relations” pictures than anything seen to 
date. We can do better. OHC 
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1 typical Illinois Central Railroad employee film audience (see article next month) 


“The Price of Freedom” 


A NEW N.A.M. MOTION PICTUR E REVERSES AN OLD TRADITION 


OMEONE coming out of a screening 

last month of the National Association 

of Manufacturer's new film, The Price of 
Freedom, was overheard saying, “I don't get 
it. What's the angle?” Anyone conditioned 
by viewing the nine previous NAM films, 
which have appeared with some regularity 
since 1936, might well echo this question. 

The NAM’s films have never been noted 
for subtleties. In documentary or story form, 
they have always been forthright expressions 
of the Association's stand on economics in 
the national scene. Six NAM films have been 
documentaries on such subjects as American 
industrial progress and future outlook, the 
challenge of industrial research in improv 
ing the nation’s standard of living, the part 
of industry in pre-war defense preparations 
and the efforts of the home front in_ back- 
ing the fighting forces abroad. 

Puree Previous Errorts Are NOTED 

Three photoplays have concerned the in 
dustrial leadership and vision which trans 
formed a small town into a thriving commu 
nity, the story of a successful immigrant, re 
lating economic freedom with the other Ame 
ican freedoms, and the recent Three To Be 
Served, the story of a high school youth's 
adventures in a business enterprise, thereby 
illustrating problems of management in serv 
ing customers, employees and investors. 

While consistent criticism of the aims of 
these pictures has come from the left, there 
have been some references from other sources 
that the NAM might lay down its bludgeon 


and try a sharper, more delicate instrument 
to tell its story more effectively. 

But, heavy-handed or not, NAM film pro- 
grams on economic information have been 
seen by a lot of people. It is estimated that 
over the years, NAM _ pictures have been 
exhibited to 560,306 audiences. During 1948, 
the total audience was 2,531,112 persons. 
About 60 to 80°, of these totals were in 
school showings and the remainder were prin 
cipally business and industrial shows to em- 
ployee and community groups. 


Leans Towarp Osscurtry IN THis Cast 


The Price of Freedom, produced as this 
year’s 23-minute addition to the NAM film 
library by Apex Film Corporation, is a much 
different’ proposition from previous efforts. 
In fact, instead of stating the case and ham 
mering the viewer on the head with it sev- 
eral times over, The Price of Freedom seems 
to be a little obscure at times. According to 
the NAM announcement, it is aimed at tell 
ing the important role of a free press in main 
taining our democracy, and the responsibil 
itv of every citizen in this effort. 

The gist of the story on the screen con 
cerns a young reporter who, after seeing what 
had happened to the individual's freedoms 
under Hitler, develops an intense desire to 
warn the readers of his paper about their 
lack of an active interest and participation 
in government. He finds examples of citi 
zens who don’t want to bother to vote, others 


(CONTINUED ON THE FOLLOWING PAGE) 
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(CONTINUED FROM THE PRECEDING PAGE) 
who are just disgusted with things, and he 
writes a series of articles on this situation. 

The subject, as stated, doesn’t seem to be 
controversial enough to arouse active antag 
onism in any but a very few newspaper ofhces. 
However, his father, the publisher, disagrees 
with the young reporter, thinking “the peopl 
wouldn't like it’—for what reason, it is nevei 
fully developed. But finally, the publisher is 
converted and agrees to publish the son's 
articles, which, from the examples quoted 
seem a8 mnocuous and typical ol most news 
paper attitudes as the philosophy of Littl 
Orphan Anni¢ 


Directeo Av “CREEPING SOCIALISM” 


On consideration, what the NAM seems to 
be getting at is the current tendency of ow 
own government towards “creeping socialism”. 
Discounting the conflict between the pub 
lisher and his son, which doesn’t quite come 
off, one section of the picture in particular 
has a strong message which is effectively pre 
sented Phe reporter visits his old Uncl 
Uncle Johann, a pro 
lessor, and played to the hilt by Michael 


Chekhov, tells him that it was not only the 


Johann in Germany 


Nazis to blame for Germany's actions, but 
the tault of all the people He describes how 
the German's were not unhappy at first to 
give up just the little freedoms in return 
for more bread, more luxuries and resurging 
stat pride 

But in giving away these freedoms, the 
people lost their sense of responsibility and 
were irretrievably caught in the Nazi web 
Thus, says Uncle Johann, by first surrende: 
ing their little freedoms, the people were as 
much to blame as the Nazi politicians fon 
what finally resulted. This—that it can hap 
pen here 


film. 


seems to be the real message of the 


Conriutcr Limirep To GrNERALITIES 


By limiting The Price of Freedom to gen 
eralities in its main story conflict, the NAM 
has perhaps accomplished more than would 
have been done by attacks on specific points 
such as the pork barrel grabbing of Federal 
funds for dubious local projects by almost 
every town and village in the country, thus 


lessening local responsibility, or the slow but 


UNCLE JOHANN (Michael Chekhov) gives his 


nephew some serious thoughts on the “Price 


of Freedom” in the new NAM film. 


gradual trend to socialism of health, edu- 
cation, utilities, etc., to which members of 
the association are irrevocably opposed. 

The Price of Freedom, with its lack of 
specifics, may cause audiences to think more 
about what it all means. It is suggested that 
discussion guides which are now under con 
sideration might well aim to channel forum 
or classroom discussion along suggested na 
tional questions with the basic story of the 
film as a background. * 








Review Comment by Holcombe Parkes, 
NAM Public Relations Executive, 
Stresses Faith in Film Audience 

















National 
motion 


Association of 
picture, The 
Price of Freedom, the representatives of the 
NAM and the 


producing organization, first agreed upon a 


*® In planning the 


Manulacturers’ new 
\pex Film Corporation, the 
communication 


through the motion picture medium which, 
while not new, has not heretofore been a 


basic philosophy of idea 


feature of sponsored films. 
This philosophy discards the fiction of the 
12 vear old mentality” of the average movic 
audience and substitutes for that limiting fic 
tion the concept of the audience as a group 
of thinking Americans thoroughly capable 
both of grasping ideas without being clubbed 
over the head and of voluntarily contributing 
a translation of the ideas presented to thei 
own lives and interests. 


Ruves Our Neep For Over-EMPHASIs 

This philosophy naturally rules out pom 
pous preachments, needless repetition, pedan 
tic interpretations and “hard-hitting” empha 
sis on “the message.” No narrator can barge 
into the story to sav in effect, “This means so 
and-so, dumb folks, and vou should do this 
or that—and | do mean you!” 

In line with this concept of movie-making, 
the NAM picture is a fairly simple story of 
one man’s awakening to the danger in this 
country of “creeping socialism” through de 
fault, misunderstanding and disunity. It pre 
sents its message solely through the dramatic 
story-line of a young newspaper reporter who 
finds in his hometown the atmosphere in 
which this danger could breed and decides to 
do something about it through the columns 


CoNFUsION AND Doust among fellow Amert- 
cans lead to Fred’s article on “The Price of 
Freedom” which challenges our disinterest. 


of the newspaper for which he works. The 
picture ends with a simple solution of his 
problem; no editorializing, no finger-pointing, 
just a handclasp—then, music up and END. 
Thus it attempts only to plant the seed of 
an idea—and by so limiting itself, it pays a 
real tribute, we believe, to the imagination, 
the ability to think clearly, and the sound 
patriotism of those who will see this produc- 
tion. 

NAM Current Pusitic RELATIONS POoLicy 

The philosophy upon which this movie- 
making approach is based is the philosophy 
of all of NAM’s current public relations work. 
It has been expressed in this fashion: 

“This program (NAM’s Public Relations 
Program) is built on the solid foundation of 
an abiding faith in the fairness and soundness 
of the American people as a whole—an un- 
shakeable faith that if people are given the 
facts, truthfully and dramatically, they will 
always arrive at the right decision.” 

In the early discussion stages of the NAM 
picture, we recognized that any film which 
stopped short of “hammering home” its mes- 
sage was a calculated risk; it could miss the 
mark by becoming overly subtle, But the “un- 
shakeable faith” referred to finally resolved 
this question and the script was written to 
present “facts truthfully and dramatically” 
with confidence that any audience which sees 
the resulting picture would 
right decision.” 


“arrive at the 


Morion Pictures’ New Era OF INFLUENCE 

In our opinion, movie-making for the com 
munication of ideas is entering on a new era 
of effectiveness and influence. Movie audiences 
of all ages have “grown up” and the newer 
pictures are beginning to treat their audiences 
with understanding and respect. The evidence 
of this trend is the absence in recent produc- 


tions of narrator preachments, message repeti- 
tion, interpretations that often insult the in 
telligence, and the snobbery of the we’re-tell- 
ing-you approach. All of which presages a 
new and a great day for the use of sponsored 
films in this country. 


>. > > 
Eprror’s Notre: The above comments by Hol- 
combe Parkes, vice-president in charge of pub- 
lic relations for the National Association of 
Manufacturers, are, in a sense, his “reply” 
to our preceding editorial review. 


FreepomM Can Be Trapep for pretty-sounding 


guarantees of a better life without working 
for it—under a burocracy. 
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The Case for Profits 


BURROUGHS PRESENTS THE TESTIMONY FOR BUSINESS “IN BALANCE” 


HE 38-MINUTE, 16mm sound motion 

picture, Jn Balance, deals simply and 

candidly with the necessity of substan- 
tial profits in business. 

In Balance was produced recently by Wild- 
ing Picture Productions, Inc. for the Bur- 
roughs Adding Machine Company to use 
among its own employees and stockholders. 
But since business and civic leaders have indi- 
cated an interest in its message, it is now being 
shown to audiences from all types of businesses, 
from banks and financial institutions, schools, 
universities, and fraternal organizations, 


Opposttt VirwPoints On Business NEEDS 


Synopsis: While it has an earnest and sober 
purpose, the film also has the makings of good 
entertainment. It tells the story of two brothers 
and business partners, Tad and Ben Simpson, 
who captain two fishing vessels out of Glouces- 
ter, Mass. They have an exceptionally good 
season. What to do with the profits? Tad 
wants the money divided among the crew and 
the ship owners. Ben pleads for repairs, new en- 
gines, new canvas, new gear. The one refuses 
to yield to the other. In the heat of the argu- 
ment, when the two young skippers are almost 
at the point of blows, the padre and a profes- 
sional writer friend, drop in for a visit. 

Ihe writer tells the brothers of an experi 
ence which may help settle the question. He 
has recently visited the Burroughs plant in 
Detroit on a writing assignment; and has en 
gaged in frank, give-and-take discussions with 
top management on the subject of profits. At 
first he is skeptical. He must be “shown.” He 
is “shown.”’ He goes away with a new and un- 
divided conviction in the necessity of profits, 
substantial profits; in the importance of the 
role they play in producing long-term benefits 
for employees, stockholders and customers of 
the company; in keeping benefits to all three 
“in balance.” 

His counsel is ignored. Tad Simpson refuses 
to budge. So the brothers split the money and 
go their separate ways. 


lad is lionized by the crew for sharing his 
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profits among them. Ben’s popularity suffers 
for a time: he spends his share of the money 
in putting his ship in first-class sailing trim. 
And his prudence wears better than Tad’s 
show of generosity. He does well on all his 
trips the following season. His crew prospers 
on the good hauls, and the owners get their 
full due. 

Tad’s fortunes take a bad turn. On his sec 
ond voyage out, his ship breaks a crankshaft 
and limps back to port with half a catch. 
Breakdown after breakdown plagues him. The 
crew is short on wages, the owners short on 
payments. Finally Tad gives it up. He loses his 
business, his crewmen lose their jobs, and his 
neglected ship is put up for sale. 


First SHOowN To Company EMPLOYEES 


Distribution: First major showings of Jn Bal 
ance were in Detroit's huge Masonic Audi 
torium late last year in a series of “Family 
Nights” attended by Burroughs home-office 
employees, their families and friends. A total 
of 20,000 people saw the picture at these 
showings. It has since been shown to all Bur 
roughs employees in plants and sales branches 
throughout the United States and Canada. 

It was then made available to small groups 
of business leaders throughout the country, 
and as a result, requests were received for 
showings outside the Burroughs organization. 


NUMEROUS REQUESTS FROM OUTsIDE Groups 


Many hundreds of showings have already 
been held on the request of industrial and 
commercial firms of all sizes, utilities, banks, 
insurance and trust companies; schools and 
universities; service clubs and fraternal o1 
ganizations; of national associations such as 
the National Association of Manufacturers, 
the Association of National Advertisers, thc 
Financial Public Relations Association, and 
the American Bankers Association. 

It has been shown, within industrial con 
cerns, to executive and supervisory groups, 
to foremen’s clubs, to both factory and office 
employees. Some manufacturers have shown 





This Current Sound Motion Picture 


Shows Opposing Views on Profits 


In Balance to their employees in a series of 
showings. It has been shown because it was 
thought that its theme would be of general 
interest to the audience, and because it “tied 
in” well with educational programs in prog- 
ress in many plants. It has been shown as an 
added feature on a regular plant program, 
and as an attraction for which a meeting was 
arranged. 

It has been televised once from a Detroit 
station and plans are now being made for 
televising it in other cities throughout the 
country. 


INCOMPLETE Reports Give 1,100 SHOWINGS 


Present report, based on figures that are 
far from complete, is that Jn Balance has been 
shown more than 1100 times, and has been 
seen by a total of over 135,000 people through 
out the United States and Canada. These 
figures will be rapidly overshadowed, for re- 
quests have “snowballed” and several hundred 
additional showings have been scheduled in 
advance at the present writing. 

\ print of Jn Balance, together with a sup 
ply of an attractive program booklet for distri- 
bution at the time of showing, may be bor- 
rowed free of charge from the manager of any 
Burroughs branch office in the United States or 
Canada, or by writing directly to the Public 
Relations Department, Burroughs Adding 
Machine Company, 6071 Second Avenue, De- 
troit 32, Michigan. It is recommended that 
requests for the film be made at least three 
weeks in advance of the desired showing date. 


\ WeLL-DesicNep Book et has been prepared 
for distribution to film audiences. 





THE STORY OF 
TWO GLOUCESTER FISHERMEN 


; 





A SOUND MOTION PICTURE PRESENTED BY 
BURROUGHS ADDING MACHINE COMPANY 


DETROIT 32, MIGHIGAN 
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With Confidence in the Facts 


STUDEBAKER RENEWS “PARTNERSHIP OF FAITH" IN A NEW FILM 


HAT SHOULD A NEW employee 
know about the company he’s going 
to work for? Studebaker believes the 
new man or woman is more concerned about 
prospects and policies than about the technical 
aspects of producing passenger cars and trucks. 

This conviction is reflected in Studebaker's 
Partnership of 
Faith, a 25-minute film in black and white 


new indoctrination movie, 


which is expected to help make this company’s 
new workers, and its older ones as well, the 
best-informed group of automobile workers in 
the nation 


Union Consuttep Brerore Fitm BrGAan 


In keeping with Studebaker’s tradition fon 
maintaining wholesome relations with its peo 
ple, the movie idea, story and objectives wert 
all discussed thoroughly with UAW-CIO un 
ion representatives before Industrial Relations 
Director Walter S. Gundeck gave the go-ahead 
on the shooting script 

Written and produced by Transfilm, In 
of New York City, the picture is said to be 
quite different from indoctrination films pre 
sented heretofore, both in subject matter and 
in movi techniques Primary emphasis 
throughout the picture is on the “produce-or 
perish” kind of competition which has charac 
terized the automobile industry throughout 


the more than half-century of its existence. 


REASONS For SuRVIVAL ARE PRESENTED 


Visual evidence is presented to show that 
only a few of the hundreds of automobile 
manufacturing companies which have compet 
ed for the American public’s favor in the last 
54 vears are still in the race. Why Studebaker 
is among this fortunate few is the question 


which the film endeavors to answer. 


Ihe camera views the Studebaker scen 
from many angles, showing why this company, 
which will celebrate the centennial anniver 
sary of its founding in 1952, has always been 
and always must be a “partnership of faith’ 


if its future, along with that of its « mplovees 


Wat's HoLpine Lhsenteeism 


PHIncs | 
in some cases car nduction, ve 


duce earnings 


stockholders and dealers, is to remain secure. 

Except for two character roles, those ol 
Clem and Peter Studebaker, all persons in the 
picture are on the Studebaker factory or of- 
fice payroll. Variety and the flavor of reality, 


‘I, Pever SrupeBaker, Acree to sell all wagons 
my brother, Clem, can build...” 


difheult to achieve in single-voice narration, 
are enhanced here by letting the central char 
acter in each picture sequence deliver a part 
of the film’s message—as if his own thoughts 
and convictions were being spoken. In each 
case the speaker is clearly identified for the 
audience without lip synchronization. 

Company officers and executives who edited 
the shooting script and kept a close watch over 
the actual filming of the picture were careful 
to keep the story factual and to avoid the 
impression that the company was preaching to 
its people 

Phe audience has a quick look at Studebak 
cr employees going to work in South Bend, in 
Los Angeles, Calil., in Hamilton, Ontario, 
Canada, and at the company’s steel mill in 
Mansfield, O. Having set the background, the 
camera looks at a typical foundry worker, who 
tells how important he believes his job to be 
in supplying castings for dependable engines. 
\ machinist tells why he likes his job and 


why his sons are in the same machine shop. 


PROMOTION Comes To THose who qualify and 
apply for a new Studebaker job through the 
transfer pool. 


Another employee explains how absence 
from work can put a crimp in production 
schedules and in other workers’ pay en- 
velopes. An ex-G.L., one of thousands on Stu- 
debaker payrolls, recalls how he was welcomed 
back to his job after discharge from the army, 
and how he got a special break as a veteran 
in buying a new car at employee's discount, 

There's a safety message constructed around 
an accident which might have occurred at the 
truck plant. Other scenes cover such subjects 
as workmen's compensation, apprentice train- 
ing, up-grading of workers through the trans 
fer pool, collective bargaining with the union, 
the functions of foremen and shop stewards, 
operation of the company’s monthly magazine 
for employees, importance of employee ree 
ords, and recreational facilities. 


ExpLains ReLationsHip Or Att “Owners” 

Summation of the Studebaker story comes 
from Harold 8. Vance, chairman of the board 
and president, who explains the relationship 
between stockholders, management, dealers, 
customers and employees under the American 
profit and loss system. 

Mr. Gundeck reports that all new employees 
are seeing the picture on the day they are 
hired and that other showings for all factory 
employees will be arranged as soon as possible. 
For presenting the film, a large room in the 
Studebaker Industrial Relations building has 
been remodeled into a modern, air-condi- 
tioned theater with seats for 150 or more 
people. 

To insure full coverage, the picture proba- 
bly will be shown during working hours. Invi 
tations may be issued later to the families of 
employees to view the film at a downtown the 
ater in South Bend. 

Although the picture was not intended to 
be shown outside the Studebaker organiza- 
tion, the company’s public relations division, 
headed by Gaston E. Marque, director, is pre- 
pared to take the film before civic, school and 
business groups, particularly in Studebaker 
plant communities, upon request. 

Not content with its own opinion as to the 
indoctrination film's effectiveness, Studebaker 
has contracted with the University of Michi 
gan’s Survey Research Center to conduct audi- 
ence reaction studies. i. 


Oup Hanps Herp Newcomers become = ac- 
quainted with jobs, fellow employees on the 
final truck assembly line at Studebaker. 
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These scenes from the General Electric film 


This is General Electric 


“BY THEIR WORKS” IS THE STORY OF THE COMPANY AND ITS PEOPLE 


VERY ONCE IN AWHILE a new spon 
sored film comes on the scene which can 
be called “A Big Picture.” By Then 

Works, put out last month by the General 
Electric Company, can truly be labeled an 


industrial epic, It is long, sometimes emotion 


g, 
al, colorful and expensive. It covers a lot of 
territory and a big subject. If anything, al- 
though GE does not wish to label it as such, 
it is a major reply to the attacks on the com 
pany contained in Deadline For Action. 
General Electric has not dignified the red 
tinged United Electrical Workers’ 
calumnies with a reference or direct answer; 
but obviously, by inference, By Their Works 
is a monumental statement of the company’s 


filmed 


industrial philosophy and a defense of its 
methods of operation. 

GE attempts to define just what industry is. 
Not just bricks, paper, instruments, tools and 


money; industry is no better nor worse than 
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the people engaged in it. By Their Works in 
troduces the people of General Electric. 

One out of every four hundred working 
Americans is in the General Electric family. 
One of these working men is Charles E, Wil 
son, top man of the company, who worked his 
way up from the bottom rungs. The picture 
shows him at his desk while he speaks of what 
General Electric is and what it hopes to 
become. 

GE scientists, the largest staff of scientists in 
the country, are next shown, not only as the 
possessors of great minds, but as ordinary hu 
man beings like you and me. General Electric 
scientists from Steinmetz to this day, have been 
foremost in abstract research; many are work 
ing today on problems having no forseeable 
commercial advantages to the company. The 
film shows GE-developed electronic marvels 
which can “see”, “smell, and “hear”. 

The main body of By Their Works is a trip 








“By Their Works” suggest the vast scale of this Raphael G, Wolff color production 


around the country to the many plants which 
make GE products; the Appliance and Met 
chandise Department with its ranges, washers, 
toasters, vacuum cleaners, etc.; the Plastics De 
partment, making resins, silicones, etc, (GE 
is the largest molder of finished plastics in the 
world) ; the Lamp Department, which manu 
factures over 10,000 different kinds of lamps; 
the Electronics Department, where tubes, re 
ceivers and transmitters are made for AM, FM, 
IV, radar, fax, etc.; the Apparatus Depart 
ment, which makes giant industrial equip 
ment; and other GE departments, associated 
companies, radio and television stations, X-ray, 
Carboloy and the 100,000 dealers selling and 
servicing GE products. 

By Their Works looks at some of the fifteen 
thousand 25-Year Club members, some of the 
quarter million owners of the company from 
one small shareholder to Johns Hopkins Uni 
versity. It shows how the GE dollar is divided 
among wage earners, shareholders, raw mate 
rials, taxes, etc. 

General Electric is one of the largest cor 
porations in the world, but the film points out 
that size depends on the public choice, for the 


(CONTINUED ON PAGI 
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VISUAL TRAINING REPORT 


Dealers Learn About Mobiloil 


TWO CARAVEL TECHNICAL FILMS INT ERPRET DIFFICULT RESEARCH FACTS 


LL. THE GREAT petroleum companies 
have claimed big improvements in 
their products since the war. And most 

all of them Have improvements—in gasoline, 
lubricating oils, grease, top oils and the thou 
sand and one other products each one pro 
duces. The average motorist, if he bothers to 
distinguish between variances in product, 
rather than service lacilities as his criteria ton 
selection of a brand, is frequently confused 
about what the improvements actually consist 
of. Petroleum dealers, taced with constantly 
growing competition ure themselves often 
puzzled about how their own products are 


improved and naturally superior to all others 


Mositouw Is SOMETHING SpeciaAL: Apv. 


Although claims of superiority in all prod 
ucts are a natural attitude of petroleum mat 
keters, there is a slight distinction between 
companies in regard to promotional emphasis 
on particular products, Socony-Vacuum Oil 
Company, Inc., has special “baby” in its 
Mobiloil, the world’s largest seller. Among 
petroleum refiners, the Socony-Vacuum peo 
ple are known as “lubrication-minded,” al 
though this casts no aspersions on the other 
refiners 

How to put this story across, and at the 
same time describe in some detail a newly 
developed lubricating oil was Socony-Vacu 
um’s problem when Triple Action Mobiloil 


was introduced carly this year 


\ Dirricut’ Researcu Story To Tet 


The story of the development of the new 
Mobiloil and the intensive research and test 
ing which was performed betore it was per 
fected was considered to be too involved tech 
nically to be 


eflectivels either 


through the written word or by lectures and 


described 


demonstrations alone. To get the story across 


in the exact manner that the company wished, 
accurately, consistently and without amplifica 
tion by company representatives, Socony-Vac 
uum brought out two new interrelated Koda 
chrome films, Triple Action and XRN-118. 

The two pictures describe the three vears ol 
research necessary to produce and perfect the 
new Mobiloil. They tell of the need tor finer 
lubricants in the higher compression engines 
ol modern cars. Basic bugaboos of engine 
lubrication under modern operating condi 
tions, according to the films, are excessive acid 
itv, lack of detergency and a low viscosity in 
dex in the lubricants. Acidity encourages oxi 
dation and thicke ning ol the oil, corrosion of 
bearings and lacquer-like deposits that cling 
to cylinder walls and pistons. Lack of deter 
gency means that potential deposit-lorming 
HNpPUritics are not kept in suspension but may 
settle on engine parts. A low viscosity index 
oil is one that is very thick in cold weather 
and very thin, and consequently not too good 
a lubricant, when hot. 

Ihe new Mobiloil, as illustrated in Triple 
Ietion and XRN-/718, solves all of these prob 
lems. Beginning with the selection of the best 
crudes, atmospheric and vacuum distillation, 
solvent refining, wax removal and filtering, 
the “base stock” oil, formerly satisfactory fon 
less demanding automotive design, is ready for 
additives. Although additives are not new 
1936 Mobiloil contained an anti-acid additive 

war time and post war research has produced 
greatly improved materials for increasing mo 
tor oil quality. Thousands were tested and 
discarded before the right combination was 
selected. It is these additives, and the new 
high V.I. refining process which combine to 
produce the Triple Action qualities of Mobil 
oil 

Socony-Vacuum, and the producers, Caravel 
Films, took special pains to insure the belies 


These Westchester (N.Y.) oil dealers attended a typical and recent Mobiloil meeting. 


ability of the two Mobiloil films. Scenes ol 
refining and purposely not 
“prettied up” for the movies, Greasy testing 
engines and dirty shirts were not especially 


testing were 


cleaned. Company engineers selected scenes 
and equipment most typical of actual condi- 
tions so that no trace of hokum would mai 
audience reaction to the story of an exciting 
engineering advance. 


Fieup CHrck SHows EXCELLENT REACTION 


OF course, the prool of a campaign of this 
type eventually turns upon how it reaches the 
public. Socony-Vacuum determined to present 
its new oil effectively yet with a frown upon 
over-statement or exaggeration. Dealer reac- 
tion has been excellent. During the past three 
weeks, the writer experimented by gassing up 
at seven diflerent Mobilgas stations in New 
York and New England and asking the at 
tendant “What's this Triple Action stuff I 
see advertised on the billboards?" By com- 
parison with the material presented in the 
films and in the company’s New Mobiloil 
booklet, most of the replies were remarkably 
accurate, complete and enthusiastic. Further 
investigation showed chat three of the attend- 
ants had seen the films, three more had heard 
about them and been briefed on the contents 
by the station owners. 


COMPLETELY INTEGRATED Firtp CAMPAIGN 


Beginning in the middle of February and 
continuing through March, the two films were 
shown first to Socony-Vacuum divisional man- 
agers and salesmen and then subsequently to 
all dealers. In conjunction with the films, 
which were always shown jointly, the company 
prepared posters and other promotional ma- 
terials, advance proofs on magazine, newspa- 
per and billboard advertisements to launch 
the new product as something Socony-Vacuum 
dealers could successfully promote on a station 
level and capitalize on, Usually about two 
hundred dealers attended each of these meet- 
ings throughout the country. RS 


Prudential Insurance Workers Attend 
a Visual Course in Letter Writing 


*® Visual aids are very much in evidence every 
time officials of Prudential Insurance Com- 
pany give their fourteen-hour course, “Effec- 
tive Letter Writing Techniques.” Under the 
guidance of John E, ‘Thiele and H. T. Hedden 
Jr., methods analysts for the company, seven 
slidefilms are discussed, explained and ana- 
lyzed. ‘Vhe object of the course is to make 
every Prudential employee-correspondent ca- 
pable of building good will for the company 
through one of the greatest mediums of adver 
tising that exists in the country—the business 
letter, 

Phe lead-off slidefilm in the course is Pru 
dential’s own One Out of Every Six. Espec ial 
ly made to point out the special letter writing 
needs of the insurance executive, the film 
stresses the importance of doing a public 
relations job when writing regular business 


(CONTINUED ON PAGE FORTY-EIGHT) 
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SOUND SLIDEFILM on press shop 

methods, developed jointly by the Ford 

Motor Company's training department 

and supervisors in the company’s press steel 

plant, resulted in more than doubling the 

number of improvement suggestions sub- 

mitted by that plant’s foremen, Archie A. 

Pearson, manager of the training department, 
Says. 

The films, using both cartoon sketches and 
actual photographs, reviewed some of the im- 
provements in manufacturing methods already 
installed in the plant, and asked the viewers, 
“Can anything more be done to improve the 
operation?” 


SUGGESTIONS INCREASE Over 200 PERCENI 


“In the 90 days preceding the program's 
first presentation a total of 55 proposals were 
received,” says A. A. Poppelreiter, plant mana 
ger. “In the 90 days following the program, 
the number of suggestions submitted was 189, 
an increase of 134 or 244 per cent.” 

The film since has been revised several 
times incorporating recent methods and im 
provements and is used as a periodic shot-in 
the-arm to stimulate further suggestions. 

This is just one example of the use of audio 
visual aids by the Ford training department. 

Phe company has prepared several other 
special 35mm sound slidefilms. One of these, 
on the care and use of twist drills, resulted in 
materially reducing the breakage of such drills 
in the plant. Another, in colored cartoons, 
was used to impress drivers at the company’s 
test track of the importance of their work in 
helping the company develop high quality 
products. Both were planned with the help 
and suggestions of the operating departments 


concerned. 
Over 700 Firms in TRAINING LIBRARY 


The company’s training department film 
library includes 447 35mm slidefilms and 284 
l6mm movies. Most of these are complete 
with sound. 

In addition the company uses some 35mm 
sound films for training purposes and rents 
or borrows about 40 additional special motion 
pictures and slidefilms a month for special 
training purposes, 

Ihe training department currently is han 
dling a classroom load of about 25,000 student 


Fitm Speciauists check over the “ready” file of training films. Both 


35mm and easily portable lomm projectors are used in the program 
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This ts the auditorium in the Ford training department 


Visual Training at Ford 


TRAINING DEPARTMENT MAINTAINS LARGE LIBRARY, MODERN FACILITIES 


hours per month, and audio-visual aids play 
al 


important part in all its courses, Pearson 
says. Phe company has found these useful in 
technical training where shop conditions and 
machinery can be projected on classroom 
walls for full discussion without the inter 
ruptions that would occur if such instruction 
were attempted in actual operation areas. 

But use of such film isn't limited to techni 
cal subjects. All salaried employes reporting 
for work at the Rouge are shown a general 
movie of the manufacturing Operations to give 
them an overall picture of the plant. 

Management meetings are reproduced for 
all members of the company’s supervision 
staff through the use of records, slides and 
motion pictures. 

Phe training department has an auditorium 
permanently equipped with two 16mm sound 
projectors. The same auditorium can be used 
for 35mm sound movies and sound slidefilms 
General classrooms have darkening curtains 





via a sound slidefilm selected from the company’s extensive library 


for using motion and slidefilms as part of the 
regular classwork and others can quickly be 
converted to use of films. Fourteen confer 
ence rooms throughout the Rouge area are 
permanently equipped with 35mm slidefilm 
projectors and screens, and portable 16mm 
projectors are available for training purposes 
where needed. All plants outside the Rouge 
area are similarly equipped with audio-visual 
aids. 

Three training department employes devote 
their full time to work with films. Two of 
these are primarily concerned with operation 
and upkeep of the equipment although all 
instructors and conference leaders can handle 
the 16mm projectors and the slidefilm equip 
ment. One man is assigned to research and 
planning more and better uses of films for 
training. 

\ staff of artists and layout men work both 
on the preparation of slidefilms and on other 
visual training aids. © 


COMPLICATED FACTORY OPERATION Is brought into the training classroom 
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CASE 
HISTORIES 


A Technical Review of Business 
Motion Pictures and Slidefilms 





CONVINCING SALES STORY 
Sponsor: Westinghouse Electric Corporation. 
Film: You Can Be Syre If Its Westing 
house. Producer: Pathescope Company of 
America 
*% The problem behind this new 21-minute 
Westinghouse picture ts simple and uncom 
plicated. It's made to convince Coca-Cola bot 
tlers in the highly competitive cooler-dispenset 
market that Westinghouse is a best bet. 
You Can Be Sure 


typical Westinghouse style by a trip around 


goes about this in 
the big factory in Springfield, Mass., where 
the coolers are seen being made of the best 
materials and with most exacting care. As a 
further convincer, coolers are slammed around, 
jostled, dropped from heights, operated in in 
tense heat and subjected to more grueling 
procedures than any product seen on the 
screcn ih ycars 

lo top off the You Can Be Sure 


a simulated hot dog stand on the 


routine, 
factory 
grounds is burned up. Inside, a Westinghouse 
Coke cooler, though scorched and seemingly 
cooked trom the appearance of its visible sur 
laces, still accepts a nickel and dispenses a re 
freshing 40 degree Coca-Cola. 

Red Barber provides a friendly narration to 
the manufacturing and testing procedures 
and appears himself at the beginning and end. 

Westinghouse has been using the Koda 
chrome film tor two or three months now 
with excellent results. Westinghouse salesmen 
schedule shows in Coca-Cola bottling plants, 
usually in the morning. Everybody is invited 

route men, plant workers, the manager, and 
refreshments are served. After the screening, 
the Westinghouse man puts on a pitch for 
the various models and answers questions from 
the film 


WesTINGHOUsE Fike Tests in the convincing 


film sales story (see above). 


AN EDUCATION FOR THRIFT 


*® An amusing contrast between old and new 
commercial movies was demonstrated at the 
preview showing last month of the Savings 
Banks Association of New York’s new film 
1 For Achievement. 

*® The first Savings Banks promotional piece, 
an old silent film produced in 1922, por- 
trayed in hearts-and-flowers technique the 
degradation of an old bum whose youthful 
love of high living and no savings reduced him 
to the unhappy condition of begging for a job 
to pay for his next drink. The upstanding cit- 
izen he approaches convinces him in one easy 
lecture of the error of his ways, and our hero 
emerges bright-eyed from his interview. He 
invests the small loan he obtains from a Sav 
ings Bank in a newsstand, and by hard work 
and thrift soon becomes a respectable shop 
owner. 

No such crudity is apparent in 4 For 
ichievement, a new 10-minute film produced 
by RKO-Pathe for the Association. 
the overall importance of a Savings Bank to 


Stressing 


the better life of a community, the picture 
opens in a high school classroom where a 
harassed teacher is handing out essay assign 
lim Well 


man’s topic is “savings banks” and he tries un 


ments to a group of restless boys. 


successfully to swap with a classmate for some 
more glamorous subject—like baseball or avia 
tion. 

Tim's father helps him out by introducing 
him to his friend, Henry Philips, at the bank. 
Philips then proceeds to convince Tim (via 


Tim learns about savings banks 


flashbacks) that community life with all its 
advantages could not exist without a good 
bank where townspeople can store their valu- 
ables, deposit their weekly savings, get loans 
to start or enlarge businesses, or buy homes 
and cars. He tells of the first savings bank 
founded in New York in 1819, and how, at 
first, free entertainment and toys had to be 
offered to lure in prospective child customers. 
Later as the habit of thrift developed, the high 
interest rates paid on savings and safety in 
times of depression and panic were sufficient 
incentives to interest new depositors in open- 
ing and maintaining their accounts. Since that 
time New York Savings Bank depositors have 
collected five and one-half billion dollars in 
interest. 


\s Tim writes his essay at home, his father 


proudly shows him a bankbook with $1,000 
deposited towards Tim's college education. 
Tim's essay is so good that his teacher awards 
him an “A”. The teacher feels that perhaps his 
job is worthwhile after all when one of his 
students can cover a subject so intelligently. 

Technical Notes: Made to be shown in high 
schools, A For Achievement should inculcate 
in its young viewers the valuable habit of 
thrift and a healthy respect for their town’s 
savings bank. It will be distributed by the 
Savings Bank Association of New York within 
the state. Local banks will book showings and 
act as local sponsors. Prints of the film can be 
purchased from the Association by non-mem 
ber banks in other’states. —C.S. 


Arrractrive Counters make sales in this scene 
from the film “Counter Care” 


COUNTER CARE SLIDEFILM 


*% VARIETY MERCHANDISER maintains that 
nine out of ten customers buy through the 
To go along with this 
idea, the publication has produced a new 


attraction of sight. 


sound slidefilm, Counter Care, designed to 
help counter salespeople to keep their counters 
looking attractive. 

Whether she knows it or not, Mrs. Cus- 
tomer’s buying habits are influenced primarily 
by what she sees. Attractive displays in the 
window will lure her into the store but unless 
the store interior carries on with the eye- 
pleasing sights she is likely to discontinue her 
natural temptation to browse through the 
store and maybe buy something. The most 
important place to look attractive is the poimt 
olf sale—or the counter, It is here that the cus- 
tomer will do her final looking before she 
buys and this means that the counter must 
be clean, well stocked, neatly arranged with 
full assortments and properly priced signs. 

The counter must not only look this way 
at the beginning of the day but must remain 
so all day. To maintain the counter attractive- 
ness the salespeople should know how to keep 
it looking well kept. 

Counter Care is the eleventh in a series of 
training films produced expressly for the lim 
ited price variety field, but basic enough to be 
adapted to any retail store operation. 

After the film there is a “photo quiz” in 
which the audience is asked “what would you 
do in this case” of different pictures, For 
further information write Varicty Merchan 
diser, 70 Madison, New York 16, N.Y. 
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INSPIRATION TO OPERATORS 


Sponsor: The Bell Telephone Companies. 
Film: The Invisible Receptionist. Producer: 
Wilding Picture Productions, Inc. 

*® The Invisible Receptionist isn’t invisible at 

all in this 22-minute sound motion picture. 

\s a matter of fact the receptionist is an at- 

tractive PBX operator named Irene. 

Irene tells the audience her training story 
with actual sequences on different type switch- 
boards. Also out of her past comes the tale 
of how a switchboard operator can follow the 
wrong methods and cause herself and the tele 
phone users trouble. 





VisiBLE RECEPTIONISTS are these operators in 
the new Bell Telephone motion picture. 


One of Irene’s contentions is that a switch 
board operator is just as much a hostess on 
the phone as she is in person in the office. She 
says that being an invisible receptionist on the 
telephone, “is more challenging because I've 
got to express my complete personality with 
only my voice and actions.” 

There are scenes where she handles boards 
with cords and keys at the multiple board at 
the Chicago Post Office. Now she has learned 
to give the best possible service to everyone 
and it makes the work more pleasant for her 


too. 


Distribution: On free loan request to your 
local Bell System Telephone office. 


THE TECHNOLOGY OF PIPE 


*% Piping Hot is the title of a new film spon- 
sored and produced by Dearborn Chemical 
Company. This 16mm Kodachrome sound mo 
tion picture tells for 22 minutes the story of 
coating and laying pipe. 

There are sequences showing the coating by 
stationary type machine of 24-inch pipe and 
the laying of the pipe in an urban area. The 
audience is also taken into the Dearborn Lab 
oratories to see the process of manufacturing 
NO-OX-ID pipe coatings and NO-OX-ID 
IZED wrappers. This process is described in 
a non-technical manner. 

Distribution and Promotion: With Piping 
Hot, the producer has prepared a_ 16-page 
booklet giving a pictorial synopsis of the 


NUMBER 4* VOLUME 10 © 1949 


movie for distribution to the movie audiences. 
To arrange for a free showing of the film and 
supply of booklets send date wanted and ap- 
proximate number in audience to Advertis- 
ing Dept., Dearborn Chemical Co., 310 S. 
Michigan Ave., Chicago 4, IIL. 


DRUG STORE MODERNIZED 


Sponsor: Owens-Illinois Glass Company. Film: 

Toward Better Pharmacy. 

*% The results of a consumer survey by the 
Home Makers Guild of America on the pre- 
scription departments of drug stores proved 
to be so important to the drug industry that 
Owens-Illinois put them down graphically on 
film. Toward Better Pharmacy is the filmed 
report of the survey. 

One of the main points brought out in the 
film is the observation that a good many cus- 
tomers are likely to switch to another drug 
store simply because they lack confidence in 
the prescription department. Also, customers 
scem to prefer a semi-open prescription de- 
partment, so that they may observe both the 
appearance of the department and the phar- 
macist at work compounding their prescrip- 
tions. 

Among other preferences revealed in the 
survey is the consumer's passion for anonymity. 
He definitely favors numbered checks as a 
means of identifying his prescription when he 
calls for it. 

Like its fore-runner, Now for Tomorrow, 
the new film, Toward Better Pharmacy, stresses 
the importance of pharmacists keeping in 
touch with the latest developments and 
achievements in pharmacy, medicine and 
chemistry. A number of scenes also show how 
the drug store has become a social institution 
—an oasis for busy shoppers, a friendly infor- 
mation bureau, a public health station, 
Technical Notes: Black and white l6mm 
sound; runs 18 minutes. 

Distribution: Although especially adaptable 
for state, city, county and town pharmaceutical 
associations and colleges, the film is also avail- 
able to manufacturers associations and civic 
organizations. Requests for prints should be 
sent to Owens-Illinois Glass Co., Toledo 1, O. 


CusTOMERS SEE PRESCRIPTIONS compounded in 
the modern drug store .. . see story above. 





The Story of the 
STUFFED-SHIRT 
the HEARSE 
and the beautiful 
DRUM-MAJORETTE 


SOMETHING DIFFERENT in slidefilms is the cur- 
rent American Legion Magazine subject 


MAGAZINE SPACE SALESMAN 


Sponsor: American Legion Magazine. Film: 
The Stuffed Shirt, the Hearse, and the Beau- 
tiful Drum-Mayjorette. Producer: Roy S. 
Durstine, Inc., 730 Fifth Ave., New York. 

*® Quite a revelation to both Homer Bigbrain, 

the protagonist of this color sound slidefilm, 

and to the agency space buyers and account 
executives for whom it is intended, are the 
pithy facts and figures on the AMERICAN 

LeGion MAGaAziNr’s circulation and the poten 

tial buying power of its subscribers covered by 

this film-story. 

\ dark horse in the media field, the maga 
zine should give the Homer Bigbrains of th« 
industry something to mull over. Presented 
with wit, compactness and plenty of cheese 
cake, this clever slidefilm recounts the trials 
and tribulations of an “unlucky account exec” 
on the way out. Media and production costs 
just don’t seem to reconcile with diminishing 
profits on his pet account. Even he can see 
the hearse at the back door waiting for him. 
His rueful gloom is dispelled by the electrify 
ing appearance of the Beautiful Drum-Ma 
jorette. “Snap out of it, Homer,” she says, 
and proceeds to show him how—with down 
to-earth facts and comparisons between the 
pulling power of various national magazines. 

Phis film packs a punch with its realistically 

handled statistics, deft timing and humorous 
dialogue. 
Technical Notes: Running time—!l2 minutes 
and 12 seconds. 35mm sound, slide on Koda 
chrome. 42 pictures, including 9 Pictograph 
charts. Projected on the Soundview “beep 
less” projector. Photography by Kurt Schel 
ling of Transfilm, Inc. 

Distribution: Via American Legion Magazine 

salesmen. 


ENGINEER'S CONTRIBUTION 


Sponsor: Allis‘Chalmers Manufacturing Com 
pany. Film: The Hidden World. 

*® Allis‘Chalmers have produced a = l6mm 

sound film in color to tell the story of the 

engineer's contribution to the creation of bet 

(CONTINUED ON THE FOLLOWING PAGE) 
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ter living conditions and a more enjoyable 
life. 

The Hidden World tells about a student of 
engineering who becomes discouraged with 
his choice of profession because he feels it ts 
too theoretical—that it lacks color and action 

lo disprove his ideas the audience ts taken 
on a trip with him through a plant engaged 
in producing hundreds of capital goods, tol 
lowed in each instance by visual trips into 
the field showing the diverse uses for the prod 
ucts and the equipment in actual operation. 
This trip awakens the student to the realiza 
tion that engineering is basic—that it repre 
sents more than just the maze of blueprints 
and mathematics he has been poring over 
with his slide rule 

Pulsating power plants, textile, rubber 
steel, flour, pulp and paper mills, oil wells, re 
fineries, mines—all are part of this kaleido 
scopic scene conceived through engincering 
ingenuity. Its vastness and potentialities con 
vince him that there is, after all, a future for 
him in the profession 

Prints are available for engineering groups 
upon request from Allis-Chalmers, Milwaukec 
1, Wis 


ZING INDUSTRY REVIEW 


Film: 


Milling and Smelting 


Sponsor: St. Joseph Lead Company. 
Zine Its Mining, 
Producer: Atlas Film Corporation. 

* In this motion picture, producer and spon 

sor have cooperated successfully to combine 

a public relations theme with a straight edu 

cational feature. Action centers around a zing 

mining town, Balmat, N. Y. We see the miners 
and their families at play and at work. 

After descending a half mile into the earth 
with the camera, we see how, amid maximum 
safety conditions, the miners drill into the 
walls preparatory to blasting. Animation and 
photography combine to show the complet 
mining, milling and smelting process—crush 
Ing, screening and separating Operations and 
the final complicated job of turning the ore 
into zine metal or zinc oxide. Added sequences 
show what the zinc products are used for—dic 
cast parts, brass for pipes and fittings, and 
oxide in medical ointment and rubber tires 
Technical Notes: Black and white sound mo 
tion picture; 3 reels 
Here's Tue Wine Screen to be filled by 

, 


Sorden’s panoramic slidefilm presentation 


FILM AUDIENCE TECHNIQUE 
Borden Unveils Panoramic Slidefilm Show 


NEW SOUND SLIDEFILM SYSTEM 

was introduced last month by the 

Borden Company at the monthly meet 
ing of the American Marketing Association 
in New York. 

While the mechanical technique of the sys 
tem is not entirely new in all its parts, the 
combination of various sound and visual 
methods in the Borden show can well be called 
a “first”. It will undoubtedly be embraced by 
a great many other companies seeking a dra 
matic presentation at a very reasonable cost. 


Turee Proyecrors Fit Wine SCREEN 


The Borden panoramic presentation con 
sists of a single screen 334 feet high by 15 feet 
wide, which is three times as wide as normal. 
Projecting onto the screen are three Sound 
view projectors, carefully mounted so as to 
throw their images flush to each other, per 
mitting an illusion of one continuous picture 
when required. Operating the three Sound 
views in the Borden system ts a small panel of 
three buttons, each actuating the change 
mechanism of one projector. 

Sound is recorded on a Lear wire recorder, 
and the operator presses his buttons individ 
ually or two or three at a time in accordance 
with a cued script which he follows as the 
narrator speaks from the Lear playback. 

Henry Schachte, national advertising man 
ager of the Borden Company, originated the 
panoramic presentation method, with nods 
in the direction of Eastman Kodak and Lirt 
Macazine from whose original Vitarama 
shows Schachte got the idea. He says that he 
only swipes ideas from the very best people. 
However, Borden’s show has adapted some of 
the best features of Lire’s and Seagram's 
Vitarama presentations at about 10°, of the 
cost. 

Follow That Man, the Borden slidefilm 
presentation, dramatizes the countless efforts 
made by advertisers to gain the attention of 
the average man every minute of the day. It 


shows Mr. and Mrs 
reading the newspapers; Mr. goes to work and 


Average Man arising, 


Durer MarcHep Proyecrors are operated by 


a control panel on the table in foreground. 


— eee ST ee oes 


sees billboards and car cards continuously en 
route, finds direct mail pieces all over his desk, 
etc.; Mrs. hears advertising on the radio, sees 
point-of-sale pieces at her supermarket, etc.; 
both are literally bombarded by advertising 
impacts continuously throughout the day. 
Borden's point is that with all these diverse 
impressions, the company’s own Elsie, prac- 
tically unchanged for years, has maintained a 
consistent lead in identification between ad- 
vertising and product. 

Some of the techniques used in presenting 
Soundview’s fast 
change gives an illusion of motion if used 
properly. In one sequence, Mrs. Average Man 
is seen walking down the aisle of a supermar- 


this story are interesting. 


ket in the unchanged center section of the 
screen while rapidly changing scenes on each 
side of her give the illusion of movement as 
they show various products stacked on each 
side. This technique is used frequently and 
effectively throughout the film. 

Henry Schachte, himself, operated the pres- 
entation at its initial showing, but extensive 
tests have proved that there is no great diff 
culty in anyone following the cued script, and 
at other showings throughout the country to 
Borden people and merchandising associa- 
tions, the film will be operated by many others. 


ADAPTATIONS ARE PossIBLE 


Ralph Bell Fuller, president of Training 
Films, Inc., producers of the film, states that 


SEVERAI 


several adaptations might be made in this 
automatic 
operation if required. Although the panoramic 


system, allowing for completely 
presentation is not patented and anyone can 
use the system, Training Films, Inc., expects 
to capitalize on the know-how generated in 
this first production for further work in the 
panoramic field. 

Follow That Man, on three film strips, con 
sists of 225 black and white frames, runs for 
25 minutes. Dan Seymour is the narrator. 
E. J. Barnes & Co. engineered the special 
equipment set-up. ° 


(CASE HISTORIES CONTINUE ON PAGE 32) 


Resurt: A Dramatic SHow for guests at the 
recent American Marketing Assn, meeting. 
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ound Specialists 


That’s why hundreds of producers 
use Reeves facilities. 


SERVICES 
IN SOUND 


Motion Pictures REEVES: Five floors devoted to recording sound, and thé production of 


Newsreels Movies, Radio and TV shows. 


Television 


Phonograph Recordings REEVES: Completely equipped and manned by a staff of “‘sound 
Radio Transcriptions oe , , :, , 

specialists’, geared for sound recording from a one minute 
Band Stages 


Shooting Stages spot to a feature production. 


Trailers : 
REEVES: Where a Producer can work with confidence. Remember. 


Recording and 


Sound Laboratories Reeves is not a competitive producer but a PARTNER. 


REEVES SOUND STUDIOS, INC. 


304 EAST 44th STREET - NEW YORK 17, N. Y. * OREGON 9-3550 





The Largest Sound Service Organisation in the World. 


RCA Licensee Western Electric Licensee 
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ARMY'S MEDICAL REPORT 
Sponsor: Office of the Surgeon-General, De 
Army, and The Military 
Personnel Procurement Agency: 
N. W. Aver & Son. Film: Assignment Medt- 
cine. Producer: 


partment of the 


Service. 


Leslie Roush Productions. 
*® At the end of the war, more medicos began 
counting their discharge points and frenziedly 
sharpening their scalpels for the lusher civil 
ian practice than proportionately any other 
occupational specialty in the armed forces 


Doctors, nurses, dieticians, physiotherapists, 


etc. were all united in one great vowl—“Let us 


oul 


Despite high priorities placed upon their 
services and special inducements offered to 
keep them in, far too many medical depart 
ment men and women did get out, leaving a 
serious shortage in even the minimum re 
quirements of the services 

\s a part of the overall army recruiting 
campaign, and tailored to meet the specific 
urgent needs of the Surgeon-General’s Othce, 
a film, Assignment Medicine, designed to cor 
rect outmoded HN pressions of army medicine, 
will soon be released 

\lthough it has a definite point in appeal 
ing to medical people to serve in the army as 
a profession and as an excellent means of 
further training, the film is not a high pres 
sured promotion in any respect, but rather a 
documentary report on the army’s medical cde 
partment. [It shows the importance of team 
work among all divisions of the department, 
and the diflerences between war-time service 
when the great emphasis was on casualty 
treatment, and the army medicine of today 
which is more similar to civilian practice. 

Issignment Medicine is the most recent of a 
series of films produced for the Military Per 
sonnel Procurement Service under the supervi 
sion of N. W. Aver & Son (and which will be 
continued by the Gardner Agency which has 
MPPS account). Other pic 


tures have included The Winning Team, an 


taken over the 
informational background film on the Army 
Ground Forces and Best By Test, on army 
administration, stressing the high quality of 
food, clothing and other equipment used in 
the army 

Army recruiting films are distributed by 
local recruiting ofhces. Audiences in schools, 
clubs and societies of many types are solicited 
by recruiting personnel, and shows are tre 
quently accompanied by lectures and demon 
Strations 

Issignment Medicine will be directed to 
medical schools and societies, and groups of 
veterinarians, nurses, dieticians, physiothera 
pists and all other members of the medical 
protession 

Donald Jones of N. W. Aver & Son wrote 
the script, and Captain Altred A. Gentilcore 
served as liaison for the Othce of the Surgeon 


General during the film's production e 


32 


Know Your Insurance Agent 


A NEW INSTITUTE OF LIFE INSURANCE FILM TELLS HIS STORY 


HE INSTITUTE OF LIFE INSUR- 

ance is an association whose members 

include most of the large life insurance 
companies in the country. In addition to its 
many other activities, the Institute is largely 
concerned with a public relations program 
designed to encourage people to consider the 
life insurance agent as a well trained and re 
spectable professional man, rather than as an 
annoying peddler. 

Undoubtedly both types of agent still exist, 
but the trend in recent years is for a decided 
improvement in the calibre of agent licensed 
Pypical of the 
qualities and characteristics of a good life un- 


by the various companies. 


derwriter is John J]. Sutton, an insurance man 
and a community leader of Oneida, New York. 

Sutton is the leading character of a new 
documentary film, For Some Must Watch, 
sponsored by the Institute and released ton 
veneral showings carly this month. 


INSPIRED By STate DEPARTMENT FILMS 


The production of For Some Must Watch 
was inspired by two films, Small Town Doctor 
and County Agent, produced for the State De 
partment for showings in South America. In 
stitute executives, after viewing these two films 
last vear, decided that a similar treatment 
could be made of a life insurance man, and 
the International Film Foundation was per 
suaded to undertake the production. 

Phe new 28-minute picture is a true docu 
mentary, using actual people and places. Even 
the names of the various characters are real, 
with the exception of the doctor's, which was 
changed because of professional ethics. 


Tetits Proptems Or THree FAMILIES 


For Some Must Watch opens on the far side 
of the New York Central tracks as a train 


whistles past. As the crossing gates go up the 


camera proceeds across the tracks and on up 
the main street of Oneida, a typical small 
city of 12,000 in central New York. On this 
imaginative introduction to the town, the 
film goes on to deal with the individual prob 
lems that face three families, and how, with 
the help of Jack Sutton, and through their 


JACK SUTTON AND ALice CLARK in a scene from 
For Some Must Watch.” 


ownership of life insurance, they were able te 
solve these problems. 

The first story is that of a successful young 
doctor whose long hours of hard work in his 
practice and in community affairs cause 4 
serious physical breakdown. With Jack Sut- 
ton’s help, the family courageously manages 
through the doctor's long illness, and the 
community projects he so desperately wants 
40 see materialize are carried through. 

Secondly, there is the success story of Alice 
Clark and her three children—how they estab- 
lish a business of their own in order to keep 
the family together after the father is killed 
in an accident. Later when Alice’s great con 
cern is educating the children, it is through 
Jack Sutton’s resourcefulness that a college 
education for the young Clarks is guaranteed. 

The third story is that of Emilio Mengucci, 
an onion farmer, and his family who are 
faced with the loss of their land when heavy 
storms wash out their crops, How Sutton’s 
advice and a treasured life insurance policy 
help them save their farm is shown in this 
third sequence. Having been filmed right on 
the farm with the Mengucci family at work, 
it tells the whole story of onion farming in 
muck land, from planting through harvest. 
It is believed that this is the first filming of 
this highly specialized kind of farming in 
which old lake beds are cleared and utilized 
for certain crops. 


Cast Emerces As Reat Lire CHARACTERS 

Julien Bryan, Executive Director of the In 
ternational Film Foundation, who produced 
the film, is world-famed for his camera por 
traits of people in many parts of the globe. 
Bryan's people have a regular habit of emerg- 
ing as real live persons instead of mere faces 
passing across the screen. Jack Sutton, the 
doctor, Alice Clark and Emilio Mengucci are 
no exceptions. 

For Some Must Watch is designed primarily 
for adult audiences and non-theatrical show- 
ings, although 35mm prints will also be avail- 
able. It will be offered free of charge to 
theatres, underwriters’ associations, clubs, 
adult groups, schools, churches and other o1 
ganizations with sound equipment. * 


AN On1on Grower's Famicy talks it over with 
their life insurance agent. 
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THE FACTS ABOUT DIABETES 


Sponsor: Public Health Service, Federal Se 
curity Agency, and the American Diabetes 
Association. Film: The Story of Wendy Hill. 
Producer: Warner News, Inc. 


*® One million Americans have diabetes and 
do not know it. Often their symptoms are so 
slight or unrecognizable to themselves that 
the disease may go on for years before discov 
ery—and this is sometimes too late. 


Diabetics can live normal happy lives with 
proper treatment, but early recognition is 
essential. As a part of their program to stimu- 
late community groups to take action that 
will result in earlier case finding, the Public 
Health Service and the American Diabetes 
\ssociation have sponsored a new 20 minute 
color film, The Story of Wendy Hill. 


Wendy's story is about a trafic accident she 
suffers one day on her way home from work. 
Although her injuries are not serious, a rou 
tine laboratory check in the hospital shows 
that she has diabetes. 


Considerably upset at first, Wendy soon 
settles down to her doctor's program of in 
sulin and special diet, Although she had had 
a strong fear of having children, the doctor 
assures her that the chance of her children 
having diabetes is small. 


The Story of Wendy Hill makes a special 


point of the inevitable free advice from mis 
informed people which plagues Wendy in the 


early stages of her treatment. The doctor re 
assures her again that she has nothing to worry 
about if she sticks to her treatment and diet. 
\ surprise ending shows the doctor preparing 
his insulin, emphasizing that diabetics can 
lead long and happy lives. 

Distribution: State Health Departments have 
l6mm prints of The Story of Wendy Hill fon 
free loan to adult and adolescent groups, such 
as PTA, schools, churches and business. 


FILM FOR A FUND CAMPAIGN 


Sponsor: The Greater New York Fund. Film: 
One Out of Three. Producer: RKO Pathe, 
Inc. 

* Three million people every year, one out 
of every three New Yorkers, are helped by 
the 423 agencies involved in the Greater New 
York Fund. As John D. Rockefeller III points 
out in the new film produced for this year’s 
annual drive, the Fund is not “just another” 
campaign, but the city’s own united effort to 
help support its many hospitals, neighborhood 
houses, boys’ clubs, summer camps, homes for 
the aged and other social agencies, 

Along with Rockefeller, James Cagney ap 
pears in the film and follows the camera 
through a detailed survey of the various agen- 
cies. 

One Out of Three was introduced at the 
dinner opening the drive, during which Cardi 
nal Spellman and Herbert Hoover were the 
principal speakers. It was shown in over 400 


theatres in the Greater New York area during 
the campaign, which began on April 25. 


EMPLOYEE INDOCTRINATION 


Sponsor: Standard Register Company of Day 
ton, Ohio. Film: Foremost is the Word for 
Standard. Producer: Frank Lewis, Inc. 

* The Standard Register Company has a 
new film designed for the indoctrination of 
new employees. The 28-minute sound slide 
film shows the new employees the relation 
ship of their job to the overall company op- 
eration. 


Standard has done much in the application 
of modern personnel policies with extensive 
employee benefits to warrant a high percent 
age of the employees staying with the com 
pany. 


Phe nature of the product is such that the 
processes of receiving, handling, producing 
and shipping orders must be performed with 
the greatest care. One error could invalidate 
an order and cause a loss to the company and 
the customer, Hence, every job is a “skilled” 
operation. Elaborate safeguards against errors 
are necessary. 


Foremost is the Word for Standard not only 
reviews the history of the company but it ex 
plains the purposes, scope and methods of the 
company. It outlines the employee's benefits 
and stresses the unique importance of each 
job. An American Way of Life theme is cat 
ried throughout the presentation to add inter 
est. The script was written by Ray Ballard. 


TWO “FIRSTS” in Visual Communications Choose Soundview 


$s 
2 Jidetil prose 


‘anus 


COURTESY: ELLISON + CAL DUNN 


Can be used ONLY with 
SOUNDVIEW projectors! 


A really new slidefilm process that provides full 
animated cartoon techniques and advantages. 


/ 


© TRADEMARK 





Three SOUNDVIEWS produced 


this striking effect! 


In the Borden Company’s PANORAMIC PRESEN- 
TATION “Follow That Man” three SOUNDVIEWS 
were used to produce this striking effect. 


rue DOUNDVIEW prosecror 


A product of ...AUTOMATIC 


19 west 
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In the§ 


Shell Oil Opens Two Distribution 
Centers to Handle Film Requests 
@ Suet. On 
opened two new film distribution 





COMPANY has 
centers to service exhibition ré 
quests for the firm's thirteen in 
stitutional and educational sound 
motion pictures The new Chi 
cago office will handle the mid 
west territory, while the Houston 
center will cover the southwestern 
states. However, all requests tor 
free showings of Shell films should 
still be addressed lo company ol 
lices in New York (50 W. 50th 
St.. New York 20) or San Fran 
cisco (100 Bush St.) 


Reynolds Metals Company Produces 
“The Tale of the Powdered Pig” 

@ A new sound film in color, The 
Tale of the Powdered Pig, has 
cently been produced by the Rey 
nolds Metals Co., Louisville, Ken 
tucky 1 he 


scribes the uses to which alumi 


minute film: ce 


nui powders and pastes are put, 
ranging from polychromatic fin 
ish on automobiles to pyrotech 
nics and the coloring of a myriad 
business and household appli 
Aneces 

Phe process of converting baux 
ite into aluminum is described 
briefly so that the audience can 
better assimilate the intricate pro 
cedures which are necessary be 
fore the powder is ready to be 
made into paints 

Sequences in the research lab 
oratories show how new uses for 
this amazing powder are being 
discovered Effectiveness of the 
new Reynolized aluminum paint 
for the prevention of mold and 
rot, and the recently developed 


aluminum putty, are also illus 


trated. 

John Martin narrates — the 
l6mm film that takes the audi 
ence from the. bauxite mines 


through the research laboratories 
to the finished product 

bookings should 
be directed to Reynolds Metals 
Motion Picture Ly 
partment, 821 South 12th Street 


1, Kentucky 


Reque sts ton 
Company 


Louisville 












PICTURE PARADE 








Tis ANIMATED ScaALe Mopet was designed and filmed to simplify visualization of hou 
id j Electricity 


¢ new Consolidated Edison picture 


This 22-minute sound film is entirely im color 





LESLIE ROUSH | 


PRODUCTIONS, |! 
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119 W. 57th St., New York 19, N. Y. 
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New York's Consolidated Edison Co. 
Shows New Film "Electricity" 

* The story of power generation 
in New York city and of the role 
that electricity plays in every-day 
lile are told in a new 16mm color 
and sound motion picture pro- 
duced by the Consolidated Edison 
Company of New York, Inc. 

Vitled Electricity—Serving New 
York, the film is fully narrated 
and runs twenty-two minutes and 
depicts approximately 300 differ- 
ent scenes and locations. It was 
made to be shown to the public 
within the territories served by 
Consolidated Edison. 

Photographed inside actual 
system generating stations and 
against a background of authen- 
tic city scenes, it shows some 200 
ot Consolidated Edison's 30,000 
employes at work in diverse op 
erations that are part of the im- 
mense job of generating and dis- 
tributing electricity for a city of 
over eight million inhabitants. 

Scenes inside generating - sta- 
tions vividly portray what goes 
on day and night behind their 
massive walls. Included are views 
of some of the System's most mod- 
ern generating equipment, instal- 
lation work on new turbine and 
boiler facilities during the mod 
ernizing of the Waterside gener- 
ating station, the system opera- 
tor’s board which is the nerve 
center from which the flow of 
electricity throughout the System's 
territory is directed and other fa- 
cilities. 

An animated model is used to 
show graphically how electricity 
is made and distributed to the 
consumer; and the System's ex- 
tensive distribution network is vis- 
ualized by means of an animated 
map. One of the many outdoor 
scenes illustrating the role of elec- 
tricity in many facets of city life 
shows a night baseball game at 
Ebbet's Field. This is believed to 
be the first example of color mo- 
tion pictures of such an event. 

The film was produced by Con- 
solidated Edison's advertising de- 
partment in collaboration with 
the Batten, Barton, Durstine & 
Osborn agency. 


Hartley Productions Crew Overseas 
for New Pan-American “Wings” 


@ Pan AmeRICAN WorLp ArIrR- 
Ways sent a HARTLEY PRODUCTIONS 
crew to Europe last month to be- 
gin work on a forthcoming film 
in the Wings To .. . series. The 
expedition was preceded by ship- 
Hartley's 


ment of “studio on 














wheels”, a mobile unit especially 
designed for speedy set-up in the 
field and to obtain studio quality 
production on location. 

Wings To Europe, in color, will 
explore historical sites and famous 
attractions of Belgium, France 
and England. Using the tech- 
nique which has proved so suc- 
cessful in previous Wings trave- 
logues, lip sync portraits of native 
characters will be filmed to catch 
the full flavor and excitement of 
foreign parts. 

Past PAA films have been very 
popular over and a 
greater amount of direct record- 
ing is planned in this one to ex- 
ploit the “immediate contact” an- 
gle with video audiences. 


television 


Budget-wise, costs will be cut 
considerably by use of the six ton 
mobile unit, from which sound 
and camera can be set up in eight 
minutes, and a Hallen synchro- 
nized film recorder which permits 
immediate playback. A normal 
four month's shooting job is sched- 
uled for completion in two and a 


half. 


Paper Box Machinery Manufacturer 
Sponsors Film for Industry Program 
@ Hich Propuction Macnine 
COMPANY Philadelphia has 
produced a new film, Machine 
Development in the Set-up Box 
Industry, that tells the story of 
procedures in the manufacture of 
set-up paper boxes. 

The 20-minute kodachrome 
film, narrated by Peter Roberts, 
also shows many of the latest de- 
velopments of the machines used 
in the industry. Several of the se 
quences are filmed in slow mo 
tion, others with a clock clearly 
visible, so that the motions of the 
operator analyzed for 
rhythm timing, which en- 
hances the picture’s value as an 
educational aid. 


of 


can be 


and 


High Production and the three 
companies cooperating in the 
making of the film, Gerbereux, 
Dufft & Kinder, Brooklyn; John 
Crompton Adelphia Corp., Phila 
delphia; and F. Schoettle, Inc., 
Philadelphia, plan to make the 
picture, in a slightly condensed 
form, available on loan to paper 
box manufacturers in the U. S. 
and abroad. 


RURAL AMERICANA 


Cooperative League Film Tells Aims 
@ A new 30-minute film has been 
produced by THe Cooprrative 
LEAGUI roe USA titled What 
isa Co-op? The film accomplishes 


OF 


its aim, which is to tell all groups 
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what a cooperative is, by depicting 
the actual operation of health co 
ops, farm supply CO-Ops, REA co 
ops, credit unions, grocery Co-Ops, 
petroleum co-ops, insurance and 
other types of co-ops. 

The filming sequences take 
place in many different sections 
of the country. The camera crew 
traveled six thousand miles to do 
the filming job. 

New Wortp 
Hollywood, made the film for the 

Prints are available for 
$75 and for rental $5 a 
showing from The Cooperative 
League of the USA, 343 South 
Dearborn St., Chicago 4, Il. 


PRODUCTIONS, ol 
League. 
sale at 


Government—lIndustry Make Films 
to Serve National Conservation 

@ The U. S. Derr. oF Acricut 
rurRE has announced the release of 
a 26-minute sound and color film, 
Only a Bunch of Tools. This is 
the story of a small town, volun 
teer fire fighting force and their 
use of small tools in the fighting 
of fires. A newcomer in the town 
scoffs at the use of the tools for 
fire fighting until his own house 
catches fire and is saved by the 
volunteers and their tools, 

@ THe SoutHern Putrwoop Con- 
SERVATION AssoctATION has spon 
sored two new films on conserva 
Both are 


sound motion pictures of 15 min 


tion. l6mm color and 


utes each. Fire Call depicts the 


terrible waste from forest fires 


every year by showing what could 
be done with the wood that is an 
nually burned due to carelessness. 
This is done by filming some of 
the twenty-three million acres of 
in the 


timber burned every year 


(CONTINUED ON THE NEXT PAGE) 
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PRODUCTS AND SERVICES ADVERTISED IN 
ARE 


Specially designed . . . rox 


HUNDRED DIFFERENT JOBS 








Selectroslide projector 
unit supplied with the 
Cabinet can be taken 
out for employee train- 
ing or public relations 
jobs. Projector has self- 
contained carrying case 
for portability. 


Selechroslide 
CABINET PROJECTOR 
Sales meetings, waiting rooms, em- 
ployees training, display windows 
everywhere you can use visual impact 
you can use the Selectroslide Cabinet 
Projector. Flexible projection equip- 
ment that can be instantly converted 
for a variety of jobs. AND NOW... on 
special order you can have any Selec- 
troslide unit equipped for accompany- 
ing sound sales or instructional talks. 
Ideal for exhibits, conventions or fairs 
for now your message can be delivered 
with that personal touch, plus the 
color, action and interest available 
only with the SELECTROSLIDE. 


FEATURES 
e@ Large 17 inch square, brilliant-vue 
screen for brighter images. 
@ Modern wood design in attractive 
light or dark finish. Also available 
with mar and scratch-proof covering. 
@ Famous trouble-free Selectroslide 
unit, 48 slide capacity, entirely auto- 
matic. Operates for just a few pennies 
a day. 
@ Cabinet easily moved, needs only 
4 sq. ft. of space. 


Write now for descriptive literature. 


eit & iii 


2201 BEVERLY BLVD. 
LOS ANGELES 4, CALIF. 
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One of the 155... 


“Air Chaplain,” just released by the United 
States Air Force, is one of the 155 films* 
for which our staff has done the writing. 


*as of May 17 
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THE COMPLETE FILM WRITING SERVICE 


709 ATLANTIC BLDG. 





GUARANTEED ACCEPTABILITY 
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U. S. and the $33,000,000 worth 
in the South 

Lonnie’s New (¢ rop tells how to 
“kill several birds with one stone” 
This is done by showing that pine 
trees can be grown to conserve the 
soil, perpetuate — the dwindling 
supply of pines and also make 
money 
@Soil building and conservation 
is the theme of Planning to Pros 
per. Many ol the causes for waste 
in soil are shown in this 22-min 
ALLIS 
Tractor Di 


vision sponsors the picture 


ute color, sound movi 


CHuautmers Mec, Co., 


Bates Fabrics, Inc. Produces Film 
to Help Sales of Quality Textiles 

@ Fashion Report, a lomm film 
recently produced by Bates Fab 
rics, Inc., points up the impor 
tance of selling quality fabrics to 
people who sew and emphasizes 
the end uses of the various Bates 


fabrics 


The story is carried on a fash 


ion writer s report about the 
home sewing boom, using a visit 
through the Bates operations as 
a source of information. Her re 
port tells the Bates story candidly, 
covering brief scenes of produc 
tion, merchandising, backstage s« 
quences of photography for adver 
tising, and dress rehearsal tor tele 
vision 

Excerpts from Fashion Report 
will provide Bates with television 
spots which they will use. These 


spots will consist of sequences 


filmed during an actual depart 


ment store lashion show 
The film, available on request, 


booklets 


containing technical intormation, 


irives complete with 
a complete glossary of Bates fab 
rics and display folders featuring 
large tabric swatches of the ma 
terials shown in the film 

The only distributor of the film 
is Bates Fabrics, Inc., 80 Worth 
Street, New York 13, N \ 


\cTRess Mary 
of Bates Fashi 


in this backsta 


Factual Films Serve Wide Field 


Seventh Issue of "Telephone Screen 
Review" Available from Bell System 
@ A new |1-minute film hasbeen 
made available bv the Bell Tele 
phone Company showing — the 
many ways in which the telephone 
and its services help in everyday 


life Tele phone 


(Number 7) has three sequences. 


Screen Review 


The first is the 25th anniversary 
of the Western Electric plant at 
Kearny, N. J., 
grew from swamp to a plant of 3: 
20.000 em 


showing how it 
} 


buildings housing 


plovees. 


The second theme * 


Palk Jury” 
is a storv of the continuous re 
search carried on at Bell labora 
tories to find better methods of 
transmission and how, with all 


e What ever 
your target 
may be..More 
Sales..Faster Job 


Training or Better 
Public Relations our 
planned Visual Programs 


this research, it is still the tele 
phone user who is queried to find 
the ultimate answer. 

The fascinating story of how 
the facilities of Bell are used in 
television by providing the neces 
sary coaxial and radio-relay cir 
cuits sending television over the 
networks is the final part. 


New Bell Film Shows Storm Hazards 
@ Another of the recent 
sponsored by the Bell 


films 
System 
Pelephone Companies is The Ice 
King’s Challenge, a story of the 
rigors and problems encountered 
by the telephone company due to 
The “Challenge” 


storms in five South 


the elements. 
is the ice 
western states this last January. 


Most of the 11-minute sound mo 











assure accurate results... 


Rockett Pictures, Inc. 


CREATORS OF 


GUIDED film MISSILES 
FOR NEARLY A QUARTER OF A CENTURY 
6063 Sunset Blvd. - Hollywood, Calif. 


tion picture shows how this chal- 
lenge is met by the telephone com 
panies to keep the lines in order. 
Phe picture is narrated by Tom 
Shirley, the commentator on “The 
Telephone Hour” radio program. 
Besides telling about the storms 
of last winter, he tells how the 
Western Electric Company kept 
the flow of supplies coming when 
they were so urgently needed. 


Atlas Film Corp. Adds "Tinplate™ 
Picture to Bureau of Mines Library 
@ The story of oil, steel, coal, ete. 
has been recorded on film. Now 
comes the story of the tin can. 
Tinplate is the title of this 27- 
minute sound film in color, spon 
sored by the Weirton Steel Com- 
pany of Weirton, W. Va., in co 
operation with the U. S. Bureau 
of Mines. The tin can story is 
started with a harvest scene and 
continues through fruit orchards, 
farms, and canneries. 

Authentic 
European tinmills and the slow, 


sequences showing 
laborious hand methods by which 
tinplate was made in Europe sev 
eral hundred years ago are quite 
a contrast with the great plants, 
blast furnaces, and vast stocks of 
raw materials required to supply 
today’s needs 

\n Atlas camera crew picked 
up scenes in the Weirton plants 
and mills showing the conversion 
of iron ore, coke, scrap and lime 
stone into molten metal, bars of 
steel, and then into coils of thin 
sheet steel. Open hearth furnaces, 
blowing Bessemers, soaking pits, 
and high-speed cold-rolling ma 
chinery that squeezes steel bars 
to thin strips a mile long are de 
picted in natural color. The high 
speed machines and complex tech 
niques that have been developed 
to meet mass production de 
mands, present an inspiring spec 
tacle of modern industrial meth 
ods. 

Tinplate is distributed through 
the Film Library of the United 
States Bureau of Mines at Pitts 
burgh, Pa. 


Development of New Facial Tissues 
Portrayed in "The Tender Touch" 
@ The Tender 
produced in full color by Sarra, 
Inc., for PERSONAL Propucts Cor 
PORATION, tells how Yes facial tis 
developed and mer 


Touch, new film 


sucs we're 
chandised to suit exact customer 
requirements 

In the 12-minute film, which 
was handled through N. W. Ayer 
and Sons, Inc., the camera shows 
just how Yes tissues are manufac 
tured so that softness and strength 
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are combined to produce a prod 
uct acceptable to the tastes and 
requirements of the 
buying public. 


American 


The complete development of 
the tissues from the 
conducted to 


find out how the public thought 


is outlined 
extensive surveys 
facial tissues could be improved. 
At present, The Tender Touch is 
being shown to retailers through 
out the country by Yes sales repre 
sentatives. 


Texas Tech Students Complete Film 
to Build Goodwill for Alma Mater 
@ A group of students from Texas 
Lechnological 
ting the 
first Unlim 
ited. Completely student-pro 
duced-and-financed 
minute 


College are put 
finishing touches on their 


film venture, Future 


, this thirty-five 


color and sound motion 


picture views 


college life—study 


and play student's 


through a 
eves. 
The film is designed to 


goodwill for the 


build 
comparatively 
young institution, especially in the 
South and 
premiere, 
uary, the 


Southwest. After its 
scheduled for mid-Jan 


motion picture will be 


available to high school groups, 
alumni and civic organizations 
upon request from the College 


Extension Service on the Texas 


Tech campus. 


Humble Oil and Refining Company 
Issues New Catalog of Free Films 

@ Tue Homepre Ow & REFINING 
ComMPANY is distributing a new 


catalog giving a brief resumé of 
each of eleven 16mm sound color 
films. These produced by 
Humble, deal with the oil and re 


fining industry. 


films, 


The titles of the epi stories of 
oil are: Highway for Oil, Hazar- 
dous Helper, Thermal Forces, We 
Work Together, More Than Mag 
w, Pipeline for Progress, Trouble 
Lurks Below, Ou, Portable Well 
Humble’s  Four-Star 
War Products and Captain Cau- 
tion. 

All of these 
in states served by the 
without 


Servicing 


available 
company 


Film Li 


films are 


charge from 


brary, Humble Oil & Refining 
Company, P.O. Box 2180, Hous 
ton 1, Texas. 


Here's a New "Audio" Idea to Help 
Brighten the Office Day With Music 
@ SOUNDSCRIBER CORPORATION of 
New 


disc 


makers of electronic 
dictating equipment, and 
Columbia Records recently pooled 
equipment and = ingenuity to 
brighten the lives of America’s 
secretaries with music. 

Operating on the theory that 
“all work and no play makes Jill 
a dull companies 
have joined forces and within the 
month have introduced the “Sec 
retary’s Serenade” to 


Haven, 


secretary,” the 


(American 
business. 
J. J. McKeron, 


promotion 


director of sales 
and 
SoundScriber, 


advertising for 
demon 
new technique to a 
interested 


recently 
strated the 
executives. 
Mr. McKeon said that secretaries 


group of 


can now enjoy the latest and best 
music during rest and lunch pe 
riods by playing Columbia's 7” 
Microgroove their 
transcribing 


records on 
regular SoundScriber 
equipment. 

When the record’s center hol 
is squared to fit the SoundScribe 
spindle, new 7” Mi 
rotates at 331% 
speed as the 


Columbia's 
crogroove record 
rpm, same 
Scriber 


tion Is 


Sound 
. Clarity of reproduc 
excellent, Mr. McKeon 
pointed out. Copies of hit tunes, 
featured on 
inchers, 


disc 


Columbia's seven 
Sound 
Scriber equipment to demonstrat 


the versatility of the 


were made on 


instrument 
Kodak Sales Training Center 
Graduates 320 in First 12 Months 
@ Eastman Kodak 
Sales Training Center 
ter, N. Y., 
in its first vear, 


Company's 
in Roches 
graduated 320 persons 
Howard F. Kalb 
announced in a brief 
annual operations report. 

The centet 


lus, director, 


is designed to ac 
quaint dealers and their salesmen 
with latest details of Kodak ama 
teur photographic products and 


how thev can best sell them. 


TRANSMISSION “T” Stop Calibration 








RENTALS — SALES 
MANUFACTURING — SERVICE 
pon or hae sa Bell & Howell, Wall, 
uipment for . , Special Camer 
1mm & 35mm Erwin Harwood Cine oe 
cameras j spo 
Animation Equipment Pra & “red 
Cine Special, Maurer 20 mn 22nd sr, New YORK 10, N.Y others for Motion 
and Bolex Cameras ; Picture Cameras 


NUMBER 4 °« 


VOLUME 10 





1949 













COHRATE COLOR CONTROL 
IN FILM PRODUCTION 





Olle Comstedt, 
A.S.C. interna 
tionally known 
color expert, is 
shown using his 
Spectra on set 
of his recent 
industriol films. 


COLOR TEMPERATURE METER 


FOR INSTANT... . DIRECT COLOR TEMPERATURE 
READINGS of BOTH NATURAL and ARTIFICIAL LIGHT 


Now a color temperature meter that, for the first time, 
eliminates the chance of human error. The Spectra is 
absolutely accurate, featuring an extra sensitive photo- 
electric cell, yet is as simple to use as an exposure meter. 


FOR Point it at the light source, touch the trigger, and the 
COMPLETE needle registers the color temperature within a 100° 
DETAILS Kelvin. Proper correction filters are imme- 
WRITE TO diately indicated for the perfect exposure ac- 


cording to color balance of film used. Tested =, 
and proven by industrial and educational pic- a J) 
ture producers who lead in color production. FR 





PHOTO RESEARCH CORPORATION 


15024 Devonshire Street, San Fernando, California 





Excellent equipment plus experienced personnel are com- 
bined to give you quality optical printing and title service. 
BLACK AND WHITE — KODACHROME — ANSCO COLOR 
TWO COLOR AND THREE COLOR SEPARATION NEGATIVES 


Optical Printing Effects Titles 
16mm to 16mm Fades 16mm or 35mm 
16mm to 35mm Wipes Trailers 
35mm to 35mm Dissolves Animation 
35mm to 16mm Zooms Slide film masters 

Montages 


CINEMA RESEARCH CORP. 


7000 Romaine Street, Hollywood 38, Calif. 
Phone HO 9-4646 
Harold A. Scheib, Pres. 
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TREND AND FORECAST 


Predicts 6,000,000 Sets by 1951 

@ RaApio Asso 
CIATION president, Max F. Balcom, 
1951 there 


million television re 


MANUFACTURERS’ 


recently stated that by 
will be six 
ceivers in operation in the U, S. 
Speaking at the Radio Manutac 
turers Association convention, 
Mi Jalcom predicted that two 
more T\ 


produced this year on top of a 


million o1 sets will be 
previous total industry output ol 


about 1,200,000 TV receivers ol 


which nearly one million were 


manufactured last year 


Philadelphia Has 150,000 Receivers 
@wcaAtl I V announces that 
Philadelphia now has 150,000 tel 
evision receivers and continues to 

market 
is an in 


be the second largest T'\ 
in the L. S 
of 130 pe 
1948, figure. 


This figure 


crease cent over the 


“« pl mber |, 


Boston Reports 81,392 TV Sets 
@ From Boston comes the rélease 
81,592 


there are video sets 


that city 


that 
This Is a 
that 


observed the 


installed in 
sizeable figure considering 
WBZ-TV has just 


first anniversary of TV in the 


Hub 


Cathode Tube Figures Show Big Lift 
@ The Radio Manutacturers As 
sociation have announced a 71 
percent increase in the first quar 
ter of 1949 over the fourth quar 
ter in 1948 in the value of ship 
ments of TV receiver Ly pe cathode 
ray tubes. An even more impres 
sive record can be seen in the 382 
percent increase over the first 
quarter of 1948. Sales of all types 
of cathode ray tubes for this first 
of 1949 come to 721,018 


units valued at $23,118,364. 


quarter 


T V PROGRAM NOTES 
@ Ine 


VERTISING 


Cuicaco FrperaAtrep Ap 


CiusB announced re 
cently that the best television pro 
gram of any kind produced in 
Kukla 


This makes the sec 


Chicago is the Fran and 
Ollie 


ond 


show 


straight vear that the Burr 


lillsrom show has won the 
award 


which is on 32 


NBC TV 


has also received other awards be 


I he program 
stations of the network, 
sides having a feature story in a 


recent issue of Lirt 


Contracts for 26 P & G Programs 
@ GENERAI 


PRISES, INC., has signed 


PELEVISION ENTER 
PeLEPLAY 
PRODUCTIONS, IN« and Ace Pr 
ruREs, INc. to produce the 26 


video subjects for the Procter 
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TELEVISION COMMERCIALS IN Propuction for Miller High Life 
at 


SS Se AISOW 


(see column 4 right) 


the Sarva, Inc., Chicago studios. Director Harry Lange is behind the camera 


We are now going into 
the 27th year of making 
fine motion pictures 
for American industry. 


ciTy 


1923 


245 NEW YORK 


CcINGC 
< 


“> ° 2 ING 


WEST 35 TH 


and Gamble Fireside Theatre,” 
which is slated to commence early 
in September over NBC Eastern 
network. 


Sarra Completes Miller Beer Series 
@ Three series of television spot 
commercials have recently been 
completed for Mitter Hicu Lire 
by SarraA, INc., to be used on 
sports programs sponsored on 
WJZ-TV, New York; WI'MJ-TV, 
Milwaukee and other 
tions. 


video sta- 


The commercials consist of a 
series of three 20-second scenes 
showing the qualities of the bev- 
erage. 


“Candid Camera” Popular Feature 
@ Television “take- 
off” of the successful radio pro- 
gram, “Candid Mike” entitled 
“Candid Camera.” The program 
introduces poor and rich alike in 
interviews recorded by 


has done a 


hidden 
cameras. 

The TV program, produced by 
Allen Funt, is part “live” and 
part film. 


Santa Fe Railway TV Series in Work 
@ THe Arcuison, Topeka AND 
SANTA Fe RAILWay is starting the 
filming of thirteen 15-minute tele- 
Vision Leo BuRNETI 
agency for the 
Santa Fe, has signed Sarra, INC., 
for the production series. 


programs. 
Company, INc., 


N.B.C. Television Program Staff 
Reorganized to Meet Expansion 

@ A reorganization and general 
streamlining of the NBC televi- 
sion department has 
been announced by CarLeton D. 
SmirH, director of television op- 
erations. 


program 


Under the new plan, made to 
provide for increased activities in 
the planning and building of new 
television program packages, four 
new program department subdivi- 
sions have been created, all of 
which will be under the direct su- 
pervision of Norman Blackburn, 
national program director. 

J. Roperr Myers has been ap- 
pointed business manager of the 
television department. And three 
of the subdivision heads are: Ros- 
ERT W. SARNOFF, production man- 
ager; CHARLES PRINCE, manager of 
talent and program procurement 
and Frep SHAWN, manager of op- 
crations., 

Along with the re-alignment of 
these WARREN WAptE 
has been appointed executive pro 
ducer. 


functions, 


Four new television 


pro- 
ducers are: Freperick Cor, Wu- 
LIAM GARDEN, RoGerR Muir and 


Victor McLrop 
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National Audio-Visual Convention Exhibitors 





TRADE SHOW + HOTEL SHERMAN + CHICAGO «+ OPENS JULY 31 Imposstble ? 


Admatic Projector Company Booth 34 
111 West Jackson Blvd., Chicago 4, Illinois. : P 
Exhibiting: Admatic automatic slide projectors ... that lomm sound film can 
change Of Ganmet:. O46. Wt. btemmert | be recorded and reproduced 
American Film Registry Booth 40 | . "AC : 
28 East Jackson Blvd., Chicago 4, Illinois with BROADCAST q uality Rens 
HArrison 7-2691 , - 
Exhibiting: Projectors, tape recorders, films, Save-Kote Film Protection | ... that l6m m shapes nt d fi Im can 
Process | equal 33mm THEATRICAL 
In charge of exhibit: R. H. Redfield. Others: R. S. Cawthorne. ] ¥ 
American Optical Co., Scientific Instruments Div. Booth 60 | reproduction . . . 
Box A, Buffalo 15, N. Y. z 
Exhibiting: Complete line of still projection equipment NOT ONLY IS THIS POSSIBLE but it 
In charge of exhibit: W. L. Doemland is now being done through coordination of 
a Conpovation ou ie Booths 67-68 fine equipment and specialized laboratory 
. Western Ave., Chicago a Sn snare i 
Exhibiting: 16mm sound & silent motion picture projection equipment, arc | work. Only by this close coordination and 
and Mazda, 2x2 and filmstrip projectors, accessories attention to detail can these results be achieved. 


In charae exhibit lelcan y ; 
wn charge oF gunmen: E. W. i 16mm laboratory service for the finest results 


The Audio Master Company Booth 71 | ae 7” 

425 Fifth Ave., New York 17, N. Y. in sound and picture for 

MUrray He 4.6474 TELEVISION ¢ INDUSTRY e¢ EDUCATION 
In charge: Herbert Rosen New! SYNCHRONOUS RE-RECORDING 
Bausch & Lomb Optical Company Booth 6 FROM MAGNETIC TAPE TO FILM! 
635 St. vow St., Rochester 2, N. Y. ALSO TIMING AND PRINTING 
Exhibit : Slid d mi + ; 

i chores af edit he & Fi oe prejpeters WITHOUT NOTCHING ORIGINAL FILM! 
Beckley- Cardy Company Booth 13 Write for details! 


1632 Indiana Ave., Chicago 16, Ill. 


hibiting a darkening shades P R HE I S | O N 
harge of exhibit: Mr. R. H. Howard 


Bell ‘d Howell Booths 36-37 > . 
7100 McCormick | Company 45 _— FILM LABORATORIES, INC. 


ct 
Fc 


Exh biting 8mm and 16mm motion picture equipment 21 West 46th St. — New York 19, N. Yo 


In charge of exhibit: R. F. Peterson 


Charles Beseler Company Booths 63-64 JUdson 2-3970 


60 Badger Avenue, Newark 8, New Jersey 
Exhibiting: ae and other projectors ft 








In charae t: Mr. H. H. Myer 

The Brush Seales Company Booth 50 
3405 Perkins Avenue, Cleveland 14, Ohio 

ENdicott 3315 

Exhibiting: Brush “Soundmirror’’ magnetic ribbon recorder 

In charge: Lawrence J. Tidrick 

Others: R. B. Matheson, H. D. Laidle 

Business Specialties Engineering Company Booth 7 
542 S. Dearborn St., Chicago 5, Illinois 


chibiting: Ultratone Tape Recorders, Ekotape tape recorders, Permo-Mag- 
netic recording — 








In charge of exhibit: . Ken Gilbank 
- 7. 
Califone Aerio Booth 58 .»sthe orig inal 
1041 N. Sycamore, Hollywood 38, California 
Exhibiting: Califone transcription players and educational transcriptions vapor- in-vacuum 
In charge of exhibit: Mr. Robert G. Metzner 
Castle Films Division, United World Films, Inc. Booth 88 film process... 
Exhibiting: Castle home movies, United World educational and entertain- 
ment films ft 
In charae of exhibit: Murray Goodman FERLESS 
. 7 
Cathedral Films, Inc. Booth 14 “MAKES FILM LAST LONGER 
1970 Cahuenga Blvd., Hollywood 28, Calif. 
Exhibiting: Cathedral films 
In charge of exhibit: Brunson Motley WRITE FOR FULL DETAILS 
Church-Craft Pictures, Inc. Booths 17-18 


3312 Lindell Blvd., St. Louis 3, Missouri 

Exhibiting: Natural color religious slides; filmstrips; 16mm sound religious 
films; a new three dimensional viewer, the "The Stori-Viewer" 
harae of exhibit: Vic Growcock 


yy FILM PROCESSING 
dd dia) CORPORATION 


THIS LIST OF EXHIBITORS CONTINUES ON PAGE FORTY-THREE} 165 WEST 46th STREET, NEW YORK 19, N. Y. 
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Com™nitrret Member: (1 to vr) Harold Wigren, 
Houston Publt Schools ( 
Humble Oil (chairman Mary 


R. Coneway, 
Lou Aing; and 


Advertising Council Now Using 
Automatic Sound Slidefilm Unit 


wm Lhe 


new automatic sound slidefilm machine to ex 


Advertising Council is now using a 


hibit public service messages at COnVenLIONSs In 
many parts of the country 

Phe automatic equipment developed tor 
the Council is a special project of the William 
Wolfner Laboratories. It consists of a Viewlex 
projector with a Soundview type rapid change 
actuated by a high frequency note recorded 
concurrently with the voice and music of the 
production on tape. Twin tracks are used on 
ihe tape, permitting continuous operation 
with automatic reversal at each end The reg 
ular 35mm single frame slidefilm is spliced 
into a loop for continuous operation 

\s an alternate method on some produc 
tions which may be required to be prepared 
rapidly, the automatic film change may be 
actuated by pasting pieces of tin toil on the 
back of the tape in the proper position for 
changing each frame 

Phe Advertising Council's new equipment 
is installed in a Mills Sonovision rear projec 
tion box. Film messages on group prejudice, 
savings bonds and nurse recruitment can be 
placed in the apparatus and shipped out in a 
specially built crate ready to be rolled on a 
convention floor and started with no othe 
attention than merely pressing a button 
Advertising Council slidefilms are prepared 


by Frederic House, Ine e 


AUTOMATIC Stiperitm UnNir is shown by Wil 


liam Wolfner, its designer-enginee) 


Percy R. Follis, president, meet Dr. W. E. 
Moreland, Houston school superintendent. 
prese nted. 


This handsome certificate was 


SUPERINTENDENT MORELAND meets with one of 
the Film Council award winners at the con- 
clusion of the first year’s campaign in this field. 


Houston Film Council Builds Civie Interest 


by Harold F. Sprawls 


*& Because of a long range plan set down by 
the Executive committee of the Houston Film 
Council, businessmen in Houston are becom 
ing more and more aware olf audio-visual 
interests in their city. Monthly mimeographed 
newsletters, preplanned instructive programs 
to interest all groups of the membership, and 
special projects are just a few of the devices 
that stimulate the growth of the Houston Film 
Council, under the leadership of Percy R. 
Follis. 

Most recent of the special projects was the 
distribution by special arrangement of 150 
Projectionist’s Handbooks released by Bust 
NESS SCREEN. In tact, the books were an answet 
to a prayer of the Houston Film Council's 
C. R. Coneway, for he had been working with 
a committee to devise just such a handbook 
to be distributed among the audio-visual clubs 
in the local high schools. 

\fter presentation of these books to W. E. 
Moreland, superintendent of the Houston 
Public Schools, they were placed in the school 
libraries where the students could check them 
out the same as any other library book. It was 
then up to the student to learn the threading 
diagrams, routine checks, and other material 
needed to pass an audio-visual test 

Knowing that the students of today will be 
the businessmen and teachers of tomorrow, 
the Houston Film Council worked further to 
stimulate student’s interest in) audio-visual 
work by presenting a Il x 13-inch Certificate 
of Award to each student that passed the test. 
The tact that the Houston Film Council had 
a five-year supply of Certificates printed shows 
their confidence in the program. 


TWENTY-FIVE QUALIFY FOR CERTIFICATES 


Although 150 students are enrolled in the 
audio-visual clubs, only 25 have qualified to 
receive their Certificate, and you can bet that 
every one of them is a potential Film Council 
member. Student attitudes toward — these 
Certificates might be best summed up by the 
comment of one junior high school recipient 
when he received his Award in the school 


auditorium, and then said to his fellow club 


members sitting in the audience, 
vou all you'd better study.” 


“See, | told 


Outside the classroom, the young operators 
are serving the community by running the 
projectors for civic meetings and special affairs 
such as the Texas Creative Arts Festival. Du 
ing this two day meeting, students kept a con 
tinuous motion picture program on the screen 
in the booth sponsored by the Houston Public 
Library. The films that were shown dealt with 
books and reading, and entertained one of the 
largest crowds at the festival. 


MIMEOGRAPH NEWSLETTERS SENT MONTHLY 


To keep the members and potential mem 
bers up-to-date on the activities of the Film 
Council, mimeographed newsletters are dis 
tributed monthly to a mailing list about three 
times the size of the actual membership. And 
it is getting results. Each time another issue 
of the newsletter goes out, at least one new 
membership comes in. 

If a member is unable to attend one of the 
meetings, the newsletter carries him over the 
gap. It keeps up his interest, and enables the 
Film Council to work toward the future with 
Houston's audio-visual-minded business men, 
industrial leaders, school officials, and church 
workers. s 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality guaranteed. 
Complete studio and laboratory services. 


Color printing and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, INC. 


7315 Carnegie Ave., Cleveland 3, Ohio 
Phone: Endicott 2707 
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* Zenith Radio Corporation's Phonevision 
system has been a subject of controversy for 
several years in the inner circles of film and 
television magnates. Is it the entertainment 
medium of the future? Is it a wacky idea 
thought up a couple of years ago to countet 
by propaganda Zenith’s comparatively late 
entry into the television set market? No firm 
answer has yet been established, but Zenith 
has made its proposition to the industry firm 
and clear in a new film introduced for the 
first time at the 65th Semi-Annual Convention 
of the Society of Motion Picture Engineers at 
the Hotel Statler in New York last month. 


Phonevision, as proposed by Zenith, is a 
marriage of the Hollywood film production 
and the television broadcasting industries for 
their mutual benefit. Proposed to preside over 
the nuptials is the American Telephone & 
Pelegraph Co, and associated companies over 
whose facilities the union would be consum- 
mated. 

In essence, it would work like this: the T\ 
broadcaster sends out a telecast of a new top 
quality Hollywood feature, but the image is 
distorted electronically enough to be unpleas 
ant to view; at the same time, the broadcaster 
transmits by wire to the telephone company, 
and its subscribers equipped with Phonevision 
installations, another signal which clears up 
the picture on the subscriber's set. 


Zenith claims the installation is easily made, 
inexpensive, cannot be “bootlegged’’, and in 
terferes in no way with regular telephone serv 
ice. When the subscriber wants to clear his 
picture on a Phonevision telecast, he calls the 
telephone company and requests the correct- 
ing signal be sent him by wire. For this service 
he pays about one dollar, (added to his phone 
bill) which Zenith proposes should be split 
25c to the phone company, 25c to the broad- 
caster, and 50c to the film producer. Zenith 
will license its svstem to all set manufacturers. 

The film, Zenith Presents Phonevision, de- 
scribes this procedure, and the reasons for 


“Zenith Presents Phonevision” in New Film 


Phonevision very clearly. It says that television 
broadcasters need good films, and film pro 
ducers need audiences to make up for their 
losses caused by TV set owners staying away 
from the theatres. It states that broadcasters 
are now spending $2 to $3 for every dollar ob 
tained in advertising revenue; that set owners 
are going to the movies 25% 
than before and that set owners are increasing 


less frequently 


by leaps and bounds. 

At the same time, the film documents its 
position that television viewers are not satis 
fied with present programs by the results of 
a survey which shows that over 80°, of them 
would pay to see first run films in the home. 
It compares the cost of a good Hollywood film 
with the cost of a television program, point 
ing out that it will be impossible—even with 
a very large audience—for an advertiser to 
duplicate feature picture quality, 

Zenith 


owner, as a consumer, is actually paying at the 


maintains that the television set 


“box office’ for his sponsored entertainment 
on the air; that every time he buys a sponsor's 
product he is paying an extra charge for tele 
vision advertising whether he realizes it or 
not. This contention is certainly highly de 
batable. 

But whether Zenith’s Phonevision is feasible 
or not, it is an interesting idea, and the film 
Audio 
Productions produced the 25-minute picture. 
It was presented at the SMPE convention by 
John R. Howland of Zenith, who read a paper 
prepared by Commander E. F. MacDonald, 
Jr., Zenith’s president. Film Counselors worked 
with Zenith on pre-production plans for the 
picture. 

Zenith Presents Phonevision is a film with 


makes a good case for its adoption. 


a highly specialized purpose. After the initial 
showing at SMPE it will probably be circu- 
lated to small audiences in the broadcasting 
and motion picture industries. Actually, if it 
could be shown to about a half dozen men in 
the key positions, and do a convincing job, 
its mission would be accomplished. e 





yector 


set size 








@ Clients 
Pathescope 
America, New York, 
can examine 
this specially constructed 
“Television 
Duplicator 

The device 
a tele set but houses a 
continuous sound pro 


whose 


aided by projecting the 
image on a translucent 
frosted acctate 


* Trade Mark Reg 


PRODUCER’S CLIENTS VIEW VIDEO PROGRAMS ON “DUPLICATOR” 


of the 
Co. of 


films on 


Projection 


simulates 


image is 


illusion is 


surface 











NUMBER 4* VOLUME 10 © 1949 





! 
Business Screen Bookshelf | 


} 


THE 

BLUE BOOK 
of 
AUDIO-VISUAL 
EQUIPMENT 








Standard Reference 
Source of Audio-Visual | 


Projection Equipment | 
* Every 
owning 


company or institution 


audio - visual projection | 
equipment needs this authoritative 
riginal Blue Book of every stand- 
ard make and model of sound and 
slide and 


silent motion picture, 


slidefilm, opaque and overhead 
projectors. Gives original list prices 
essential parts 


model numbers, 


jata and descriptions. 
Invaluable for appraisers, insur- 
ance adjusters, plant or office in 
ventory valuations, field check-up. 
Used by most audio-visual educa 
tion dealers to establish trade-in 
valuations. Kept up to date with 
regular bulletins. Plastic bound, 
printed on heavy stock . . $4.50 


| The Audio-Visual | 
| Projectionist’s Handbook 


* This graphic 


shows how to put on good film pre 


| 
| 

| 
1] 


4l 


colorful, manual 

sentations. Pages of helpful sugges 
tions, useful charts on equipment 
maintenance, film care and two-col 
or threading diagrams for all stand 
ard sound motion picture projectors. 


Completely illustrated, plastic 
bound and fully authoritative. 
Single copy . . . . $1.00 


V1S ants on quantity rders 
Order today from 


| BUSINESS SCREEN 


812 N. Dearborn St. Chicago 10, Ill. 














Maxwell House TY Commercials 
Merit Top-Quality Budget, Cast 


*% Some of the 


television commercials on the an 


most ambitious 


these davs are a series ol five pro 
duced by Sound Masters for Max 
well House Cofle« 


General Foods, 


Benton & Bowles agency) on the 
Lamb's Gam over NBC-TV\ 
Working on the premise that 


television will be developing tor 


many years, during which a good 


timeless commercial can always 
find a fresh audience, Maxwell 
House dug down pretty deep im 
the budget book to order tull 
scale film production quality at 





hie pla s Teddy Roosevelt 


New York 


ill six were shot against top qual 


Fox studios in where 


ity sets including big banquet 


rooms and a hotel lobby, and with 


\-] actors and motion picture 
technicians 
Lamb's Gambe is carried at 


about $11,000-$812,000, exclusive of 
M inwe ll 
LOO-se« 


the commercials, by 
House 


ond commercials could almost pay 


and probably the 


their wav on a one-shot basis, con 
sidering that, tor the sponsor 
they're not the least important 


part of the show 

Sound Masters’ five spots (some 
made by Audio and 
deRochemont are all based on 
the old Maxwell Hous i land 
mark fifty vears ago, in Nashville 


Pennessec I he 


others were 


present location 


of the famous old hostelry is a 


battered old building giving no 
indication of its former glamorous 
from 


associations But curate 


drawings and photographs, a mod 
el was made which shows on the 
screen as an exact duplication of 
the original 

All the 
ind politicos who came to Nash 


Maxwell House 


Never un-noticed was the fine cof 


famous theatrical stars 
ville staved at the 


lee blended there originally by 
Joel Cheek, a cotlec salesman 
of the commercials are 


old hotel and Cheek 


one of the first to experiment with 


lwo 
tbout the 


who Was also 


and blend various types of collec 


\ brick and vroom come to the 
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Maxwell 
for the 


House in another film 
hotel was also famous as 
Falls of the South). 


take away the well known 


the Niagara 
They 
special coffee in quantity for their 
own us 

Pat Rooney, played by Pat, Jr., 
does his famous clog, and endorses 


the fabulous brew, as does Lily 


Langtry, the “Jersey Lily” much 
beloved by our grandfathers. 

As a sidelight, LeRoy Gibson, 
who directed the 


series, spent 


much time researching the theat 
rical and costume sections of the 
New York Public Library forming 
an exact picture of Lily, and du 
plicating her at casting agencies 
and costumers. 

Sut the topper of them all ts 
one commercial showing President 
“Teddy” Roosevelt driving down 


a Nashville road in an old turn 


Gur 








. She plays Lily Langtry 


of-the-century car to visit Joel 
Cheek. He drinks the tasty bev 
erage, pronounces “Bully!” and 


originates the well known slogan, 
“Good to the Last Drop.” 
100°; 


This is 
authentic. We 
General 


said to be 
Foods 
wangled the old Rough Rider in 
to their 


don't know how 


endorser’s division, but 
it’s an effective promotion. uy 


to the 


National Committee on Films for Safety 












\ woman faetens os serene 


Teamwort ter Satery 


for Its Special Award* 

for the Human Relations 
Series Which We Had the 
Pleasure of Producing for 


The National Safety Council 





| 


— 


“In recent years, “Safety Oscars” 
have gone to such other Sarra films as 
“15 Minutes To Go,” “Mary Jones Goes 
to Court,” “You and Yours,” “Home | 


Safe Home” and “Traffic Jam Ahead.” | 


SARRAx 


NEW YORK - CHICAGO - HOLLYWOOD 





SLIDEFILMS - MOTION PICTURES 


TELEVISION 





COMMERCIALS 


American Television Society Elects 
Board and Officers for New Year 
@ the 
American Television Society last 
month elevated David Hale Hal 
pern, vice-president of Owen and 
Chappell, Inc., 


annual election of the 


advertising agen 
cy, to the ATS presidency. He suc 
Charles J]. Durban, U. S. 
Rubber Company. 


ceeds 


Other officers chosen by the 
Society were Donald E. Hvynd 
man, Eastman Kodak Co... vice 


president; Reynold R. Kraft, Na 
tional Broadcasting Co., secretary; 
Archibald — lt Braunfeld, 


Braunfeld and Simons, treasurer. 


and 


men elected to 
the board of directors are: Charles 
J. Durban, U. S. Rubber Co.; 
George Shupert, Paramount Pic 
tures, Inc.; Ralph Austrian, Ralph 
Austrian, Inc., PV Consultants 
Maurice Striecby, ATX T; Edgar P 


The seven new 





HALPERN 


Davin Hatt 


. elected president of the 


iTS 


Jame s, Director ol Pelevision 
Mutual Broadcasting Svstem: Hal 
sev V. Barrett 
sion Network 


fi 


Dumont Televi 
mad jerry A. Dan 


Columbia Broadcasting Sys 


u 


tem 


DuMont Network Signs Notre Dame 
for Exclusive Football Telecasts 

@ When th 
this vear, EV viewers wall see the 
Irish of Notre 
exclusively over Dumont network 


leaves begin to fall 
Dame on television 


It is expected that a minimum 
of sixteen stations will t lecast the 
five games and about 12 to 15 
other stations will have the games 
on film recordings the next day 
Lhe opponents of the ILrish tor 
the scheduled games are: Indiana, 


North 
and Southern California. 


Tulane, Carolina, lowa, 

Dumont is now working to fill 
in the open dates with other grid 
battles to make a total of ten con 
tests for the 


scason 
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Columbia Records, Inc. Booth 69 
1473 Barnum Avenue, Bridgeport 8, Conn. 

Exhibiting: Columbia records, players and accessories 

In charge: Joe Luca 

Compco Corporation Booth 5 


2251 West St. Paul Ave., Chicago 47, Illinois 

Exhibiting: Reels and cans, fibre shipping cases, slide making accessories 
and materials. 

In hargé + exhibit her 


Hal Fi 
Coronet Instructional Films Booth 62 
65 E. South Water St., Chicago |, Illinois 
Exhibiting: Coronet Instructional Films 

In charae exhibit: El rth Dent 
Da-Lite Screen Company 

2711 N. Pulaski Rd., Chicago 39, Illinois 


Exhibit De- Lite projection screens and 
N | 


Ww 


Booths 21-22 


accessories 
Wilton and G. C. He 


nargeé exhit 


De Vry Corporation Booth 89 
1111 Armitage Ave., Chicago 14. Illinois 

Ex hibiting pear motion picture projection equipment 

«nibit: C R. ( 


narae rake 


Educational stain 
64 E. Lake St., Chicago |, Illinois 


Exhibiting Educational Screen magazine 
In charge exhibit: P. A. Phillips 


Booth 26 


Eicor, Inc. 

1501 W. Congress St., Chicago, Illinois 
Exhibiting: Tape recorders 
In chara¢e f exhibit: Mr. W. Beit 


Booth 53 


Encyclopaedia Britannica Films Booth 16 
1150 Wilmette Ave., Wilmette, Illinois 
Exhibit per end ———— 


harae Aaraot Huahe 


Family Films, tea 
6047 Hollywood Blvd., Hollywood 28, California 


Film Publishers, Inc. 
25 5 Seed St., New York 4, N. Y. 
ting Filmstrips 


Booth 25 


Booth 35 


Pr 


r 
har hermar 


Film World 

6047 Hollywood Blvd., Hollywood, Calif. 
Exhibiting wr Werld = 

if narae H >] 


Booth 2 


Forway indies Booth 41 


246 West 55th St., New York 19, New York 
biting Forway 16mm sound oe ses plus 3 continuous models 


“nit Mi nae Fre Iman 


1IBITORS CONTINUES ON PAGE FORTY-FIVE) 
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COLOR @® B&W @ BLOW-UPS @ REDUCTIONS © SPECIAL EFFECTS 
__ CANEMATOGRAPHY ad RECORDING @ TV FILM PRODUCTION SERVICE 


BEAUTIFUL 3- COLOR 35mm THEATER PRINTS 
aguas YOUR 16mm COLOR ORIGINALS! 











" lity Alter 
7 Composites, Titles and Inserts 
e oo th A k Photography 
oe: Telev Aur-ch for Reference Purposes 
t @ Research and Experimental Work 
Experienced Major Studio Technicians — The Best in Precision Equipment — Modern Sound Stage 


1153 N. Highland Ave 
Hollywood 38, Calif 


FILMEFFECTS of Hollywood 
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Promote YOUR 


PRODUCTS AND SERVICES 





AUTOMATICALLY 


ADmatic will help increase your 
sales in a ‘‘buyers’’ market — the 
ideal promotional medium for: 


























Dealer Display rooms 
Retail store departments 
Store windows 

Office lobbies 

Sales offices 

Trade Shows 

Personnel waiting rooms 
Employee training quarters 
Sales meetings 


YOU can automatically and economically show 
your products and their special features in a 
sequence story with 30 2” x 2” color slides 
magnified upon the large ADmatic screen. AD- 
matic exhibits sharp, clear pictures or copy mes- 
sages even under bright over-head lights. Long 
life — sensibly priced. Synchronized sound at- 
| tachment at nominal added cost. ; 
Write for complete details 





| | Projector Company 
| 
} 


111 West Jackson Bivd., Chicago 4, Illinois 





VARIABLE SPEED MOTOR 


with TACHOMETER 


for 


CINE SPECIAL CAMERA 
AND MAURER CAMERA 


+ 115 V. UNIVERSAL MOTOR—AC-DC 
+ VARIABLE SPEED 8-50 FRAMES 
- SEPARATE BASE FOR CINE SPECIAL 
+ ADAPTER FOR MAURER CAMERA 


Interchangeable Motors: 
12 Volt DC variable Speed 8-50 


Frames. 


115 Volt AC 60 Cycle, Synchronous Meurer 
Motor, Single Phase. — we for Dales om 

220 Volt AC 60 Cycle, 3 Phase, Syn- Filme Comeres. Time Lapse Egnigmes 
chronous Motor. 


NATIONAL CINE EQUIPMENT, ic. 


| 20 West 22nd Street New York 10, N. Y. 
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Paul A. Wagner Elected President 
of Rollins College, Winter Park, Fla. 
@ The 
vided a president for one of the 
nation’s colleges. The Board ol 
Trustees of Rollins College, Win 
ter Park, Fla., 
election of PAUL A, WAGNER to the 
Wagner, 31 
vear old executive of the Bell & 


visual industry has pro 


has announced the 


othce ol president. 
Howell Company, succeeds retn 
ing Dr. Hamitton Howt, 76, who 
lor a quarter of a century headed 
Rollins College 

Mr. Wagner has kept in clos 
contact with educators and ts 
widely known in the field of audio 
visual education, During his 
school career he was honored with 
scholarships to University of Chi 
cago and later, after serving on 
the University faculty, he won th 
Carnegie Fellowship to Yale. He 
then did research work at Han 
vard 

During the war Wagner became 
Educational Advisor of the Naval 
War College and was instrumen 
tal in the production of training 
aids 

Vou pling the preside nev ol Rol 
Waener said, My 
business experience has taught me 


lins College, 


one important factor which | hope 
to bring to Rollins College, The 
day of the one-man industry, busi 
ness or educational institution is 
a thing of the past. Intimate team 
work and coordination ; i ¢ 
keys to a successtul operation of 
any organization. | am looking 
lorward to close cooperation with 


Rollins 


splendid faculty 


Paarmann Named Sales Head 

of DeVry 35mm Equipment Division 
@ Tue DeVry Corporation, Chi 
cago, has appointed M. W. Paar 
MANN sales manager of the 35mm 


theatre equipment division \ 
veteran of over twenty vears sers 
ice with DeVry, Paarmann recent 
ly held the post ol sales and sers 


ice manager of the l6mm division 


James A. Findley to Manage Sales 
for McHenry Films, Chicago Firm 
@ Mr. James A. Finptey, formerly 
Chicago manager of HENNING AND 
Curapir, INc., has been appointed 
McHENRY 
in the distribution ol 


manager ot sales fon 
Firms, INe 
visual equipment and specially 
prepared promotional and train 


ing film programs 








CUTIVE 








NEW VICTOR MANAGER 





Eucene E. Buass 
{ecing 


General Manage) 


| 
y) 


"fine nylons . by 


Victor Animatograph Treasurer Is 
Named Acting General Manager 
@ Samuet G. Rosr, president ol 
VictoR ANIMATOGRAPH CORPORA 
HON, announces the promotion of 
treasurer EvuGene E. Burks to the 
position of acting general man 
ager. Mr. Rose, who has been 
with the Victor Animatograph 
Corporation for nearly forty years, 
has been contemplating relin 
quishing some of his active man 
agerial duties for some time. 

Mr. Burks, who has been with 
Victor for eleven years, has been 
a prime mover in the development 
and expansion of 16mm business. 
He has also been instrumental in 
formulating company policy and 
planning production and engi 
neering operations. 


ALTON BLDG. — ATLANTA 3, GEORGIA | 


a * . 
“MOTION PICTURES — 35 MM - 16 








Berta Kiau 


Official Films Names Berta Klaif 
as Education and Music Director 
@ Orriciat Firms, Inc. has ap 
pointed Berta Kiatr as director 
ol the newly organized Education 
and Music division. In this posi 
tion Miss Klaif will work on pro 
gramming, film presentations, and 
the creation of study guides tor 
schools, clubs, ete. 

She will be a speaker at educa 
tors’ conferences on audio-visual 
aids in education this summer and 
then in the fall she will appear as 
commentator on a new television 


SCTICS. 


Ideal Pictures Corporation Elects 
Officers—Announces New Policies 
@ Ipeat Pictures Corroration, 
newly acquired subsidiary of Es 
guirke, INc., recently announced 
the election of new othcers. The 
president of Ideal is A. L. BLInpER, 
who is also vice-president and cit 
culation director of Esouire; vice 
DENT, 


director of distribution of Coronet 


president, Etiswortn C. 


Films; and another vice president 
is Paut Focut, who was with Ideal 
treasurer, LESTER 
PercHart; and secretary Don 
Mouter. Mr. Foght will continue 
in direct charge of Ideal’s opera 


previously; 


tions as its general manager. 
Besides election of officers, Ideal 
They 


plan to expand the services to all 


decided on new policies. 
types of film users, including those 
interested in entertainment, edu- 
cation and religious films. The 
eighteen branch libraries will offer 
a complete rental service to home, 
church, industrial and organiza- 
tional film markets, 


Ideal Franchise to John Gunstream 
@ Ipeat Pictures Corporation 
announces that they have award- 
ed the franchise to operate Ideal’s 
Dallas branch film library to JOHN 
GUNSTREAM of Audio-Video. Mr. 
Gunstream has for several years 
been associated with Esquire, Inc., 
as the Texas distributor tor Cor 
onet films. 
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(CONTINUED FROM PAGE FORTY-THREE OF THIS CURRENT ISSUE) 

Golde Manufacturing Company Booth 29 

1214 West Madison Street, Chicago 7, Illinois 

Exhibiting: Filmstrip and slide projectors, spotlights, music stands, slide 
binders 

In charge of exhibit: Mr. H. B. Engel 


Hawley-Lord, Inc. and Sterling Films, Inc. 

60 W. 5é6th St., New York, N. Y. 

Exhibiting: Recent color and b&w sound motion pictures 

In charge of exhibit: Andre Lord 

Henning and Cheadle, Inc. Booths 45-46 

539 Book Tower, Detroit 26, Michigan 

Exhibiting: Visual Cast, Opacast, Automatic sound slide projector, Visual 
Cast programs 

In charge of exhibit: George R. Cheadle 


Informative Classroom Picture Publishers Booth 65 
40 lonia Avenue, N.W., Grand Rapids 2, Michigan 

Exhibiting: Informative Classroom Picture Publishers filmstrips and pictures 
In charge of exhibit: Raymond E. Fideler 
International Film Bureau, Inc. 

6 N. Michigan Ave., Chicago 2, Illinois 
Exhibiting: Films and literature 

In charge of exhibit: Margery Weiss 
International Film Foundation, Inc. 
1600 Broadway, New York 19, New York 


Exhibiting: Literature on current subjects 
In charge of exhibit: R. E. Blackwell 


Kolograph Corporation 

59 East Madison St., Chicago 2, Illinois 

Exhibiting: Kolograph 16mm sound projector 

In charge of exhibit: Dr. Newton K. Wesley 

La Belle Industries 

Oconomowoc, Wisconsin 

Exhibiting: La Belle automatic slide projector, Model 301 
In charge of exhibit: Charles De Mint 


Magnetic Corporation of America 

756 Milwaukee Ave., Chicago 22, Illinois 

Exhibiting: Dictascriber Wire Recording Equipment 

In charge of exhibit: R. K. Buchanan 

Carl F. Mahnke Productions Booth 4 

215 East Third St., Des Moines 9, lowa 

Exhibiting: lémm sound films—flat pictures for opaque projectors—film- 
strips 

In charge of exhibit: Carl F. Mahnke 





Booth 27 


Booths 22-23-24 


Booth 1 


Booth 48 


Booth 44 


Booth 70 


The Morton Company Booth 47 
86 South Sixth Ave., Minneapolis 2, Minn. 

Exhibiting: Morton Sound Camera 

In charge of exhibit: Richard E. Nelson 

Movie-Mite Corporation Booth 3 


1105 Truman Rd., Kansas City 6, Missouri 

Exhibiting: Movie Mite Projector "Emcee", Audio-Slide, Dual Turntable 
In charge of exhibit: W. B. Bennett 

Natco, Inc. 

4401 W. North Ave., Chicago 39, Ill. 

Exhibiting: Natco auditorium and road show projectors 
In charge of exhibit: R. H. Yankie 

Neumade Products Corporation Booth 38 
427 West 42nd St., New York 18, N. Y. 

Exhibiting: Rewind and splicer equipment, hand and electric; projection and 


work tables; film filing and storage cabinets and racks 
In charge of exhibit: Lee E. Jones 


Booths 30-31 


Operadio Manufacturing Company Booth 59 
St. Charles, Illinois 

Exhibiting: Explainette sound slidefilm projector 

In charge of exhibit: Robert L. Shoemaker 

Perfection Sample Case Company Booth 10 


322 West Van Buren St., Chicago 7, Illinois 

Exhibiting: lémm film shipping cases—the "Filmco" line 

In charge of exhibit: E. D. Opotowsky 

(THIS LIST OF EXHIBITORS CONTINUES ON PAGE FIFTY-TWO) 
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Film tndostrien try Hollywood’s only complete 
iecudes = LABORATORY SERVICE 
eae ...16 mm. 35 mm. 


There are many good reasons why most 
leading producers® send their work to 


Reduction Printing 
Contact Printing Consolidated. 
Dailies Among these are Consolidated’s modern 
Release Prints in processing equipment, cutting rooms, 
color or black and projection rooms, vault storage and big 
peasy oo ta machine shop where expert machinists 
Titles and Optical are constantly developing and maintain- 
Work ing precision cine equipment. Consoli- 
Blow-ups dated laboratory rey st are on finest 
Servi professionals in the business. ny not 
ere try Consolidated? 


CONSOLIDATED FILM INDUSTRIES 


A Division of Republic Pictures Corporation 
959 Seward Street, Hollywood, California 
Telephone — HOllywood 9-1441 


NEW yorK: 1790 Broadway, New York 19, N.Y. 











For Better Attention, 


seat them comfortably in 
AMERICAN ALL-PURPOSE FOLDING CHAIRS 


American Folding Chairs provide the 
ideal seating for employee meetings, 
film exhibitions, cafeterias and din- 
ing rooms. These attractive,econom- 
ical chairs are shaped for comfort. 

Built strong and sturdy to give 
you years of service, they are also 
safe—can't tip over in use. No 
snagging or pinching hazards. Fold 
quickly, quietly. Light and com- 
pact, easy to carry and store. 

To make sure you get top value in 
folding chairs and all types of pub- 
lic seating, insist on products of the 
American Seating Company. Write 
us today about your needs. Dept. A. 


American Folding Chair No. 44 

Five-ply urea-resin-bonded hardwood seat, 
durably lacquered. Triangular, reinforced tubu- 
lar steel frame; solid-steel cross braces. Dipped 
baked-enamel finish. Replaceable rubber feet. 


American Folding Chair No. 43 
has same fine construction 
features, but with formed 
steel seat. No. 47, also 
available, has seat and back 
upholstered with high- 
grade brown imitation 
leather. 


Ayedtum Sealing Company 


WORLD'S LEADER IN PUBLIC SEATING 





































45 











— a PICTURES 


Ropert WILMOo!1 
Pathescope Names Robert Wilmot 
to Staff as a Film Director 
@ PaTHEscort 
America has announced the ap 


COMPANY OF 


pointment of Ropert WILMOT to 
Mr. Wil- 
mot, who has been in the film in 


their staff as a director 


dustry for almost 25 vears 


wrote 
and directed Pete Smith shorts for 
MGM 


the original film story, 


He did the adaptation of 
iddress 


Unknown. 


LAWRENCE MADISON . center 


MPO Completes Films for Nash 

@ Following the successful com 
Fishing in Alaska, 
Nash, MPO 


rumored to be 


pletion of 
sports subject for 
PRODUCTIONS are 
in work on another subject fon 


this client 


Organizes Industrial Film Service 
to Assist Users in Oklahoma Area 
@ Bessie S. BENNETT has recently 
INDUSTRIAL FILM 
National Bank of 
Lulsa, Oklaho- 
ma, to assist her clients with their 
Serv- 
writing, 


organized the 
Service, 512 
Commerce Bldg., 


motion picture problems. 
ices include 
filining, 
pictures for industry 


planning, 


and editing of motion 
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Sarra Provides for Client Research 
@ The addition of Dr. J]. L. Ro- 
SENSTEIN, noted sales and indus 
trial psychologist, to its staff has 
been announced by SARRA, INc. A 
new and method of 
gauging the use and effectiveness 
of films for sales and training is 
thus available to Sarra film cli 
ents. The new service, called “Fol 
low-Through,” will be available 


scientific 


at no additional cost. 

Under guidance of Dr. Rosen 
stein, author of “Scientific Selec- 
tion of leading 
pre-film 
testing and research and post-film 
utilization will be planned and 
carried out. 


Salesmen” and 


business psychologist, 


The new service is aimed at 


Dr. J. L. RoseNsTEIN 


he'll test and research films 





+} A 


PATHESCOPE 


PLAZA 7-5200 
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: ality 
demands 


PRODUCTIONS 


$580 FIFTH AVENUE, NEW YORK 19, N. Y. 


i914 


ality 








making certain that a 
training built’ into a 
slidefilm or motion picture is used 


sales o1 
message 


by a client’s sales force or other 
staff daily on their jobs. Slogan is: 
“Get your film message used!” 
The service was announced by 
Josern G. Berzer, director of film 
planning; Harry W. Lance, pro- 
duction manager, and 
FUT, film sales manager. 


Trp Cro- 


Stressing that a film is a “con- 
vincing, easily-grasped method of 
putting across a sales or training 
message,” they declared that “a 
film is valuable only if your peo- 
ple take out of it what has been 
put into it—if they make assured, 
daily use of that message in their 
jobs. 

“We believe a film producer 
has a responsibility that extends 
beyond words, pictures, sounds 
and celluloid.” 

The service offered under Dr. 
Rosenstein’s direction will con 
sist of applying all modern scien- 
tific testing methods to film prob 
lems: Controlled groups vs. non 
controlled checks 
and analysis. 


groups,  lests, 

Dr. Rosenstein is a_ faculty 
member of the School of Com- 
merce of Loyola University, Chi- 
cago, and president of the Career 
Planning Council of America. A 
speaker, he 
talks to approximately 10,000 ex- 


nationally - known 


ecutives and key personnel in 50 
speaking dates from coast to coast 
each vear. 

An authority on human rela- 
tions, he also authored the book, 
“Psychology of Human Relations 
for Executives” and guided the 
content of the current best-selling 
film series, “Human Factors in 
Safety” produced by Sarra_ Inc. 
for the National Safety Council. 


Nichols Resigns From RKO Pathe 


@ PHitcips Brooks NICHOLS, man- 
ager of RKO Parne’s commercial 
film and television department, 
has announced his resignation 
from the company, effective June 
10. The department was organ- 
ized under his direction in Janu 
ary 1946. 

For seventeen years before the 
war Mr. Nichols maintained ofh 
ces under his name in the practice 
of architecture. After serving two 
years with the War Production 
Board, and prior to his connec 
tion with RKO Pathe, he was sales 
manager for the Norman Bel 
Geddes industrial design organi 
zation. 
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The Model MC Delinease ope 


American Optical Company Shows 
Spencer Model MC Delineascope 
@ THe American Opticat Com- 


PANY has announced a new SPEN 
ceR MC. DELINEASCOP! projector 
designed to handle 2x2” slides, 
film strips, or a combination of 
both. The Model MC permits the 
operator to switch instantly from 
one medium to another. 

The projector is intended pri 
marily for the educational and 
training field. A wide range ol 
projection conditions are attained 
through the use of three objec 
tives in the following focal lengths 
and “f” values: 5” £/3.75, 314 
{3.5 and 7” £3.65. All objectives 
are achromatically and astigmat 
ically balanced, of the latest and 


” 
> 


most advanced design, and are 
“Americoted” to improve screen 
brilliance and color contrast. 

The light source is a 300-watt 
bulb cooled by a quiet, induction 
fan motor which directs streams 
of air around the bulb, condenser 
elements, heat absorbing glass, 
and both sides of the slide on 
slidefilm. The MC Delineascope 
is one of the first single and dou 
ble-frame slidefilm projectors in 
which the film is guided by slide 
wavs. The removable slidefilm 
holder is loaded by inserting the 
film into the slot provided and by 
turning a dual advance knob. 
American Optical states that the 
film surface will not be marred. 

Other features include a con 
venient framing lever which cen 
ters the picture on the screen; a 
360 degree rotatable front which 
enables slidefilm images to be ro 
tated to any desired position; and 
a hinged mask which moves aside 
with a flick of the finger to change 
trom single to double trame. In 
addition, the silent Autofocus 
slide carrier automatically centers 
all slides—glass, cardboard or met 
al—in the focal plane. No refocus 
ing is necessary after the initial 
adjustment. 
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Carlson Company Lowers Prices 
on DePue Printing Equipment 

@ The Oscar F. Cartson Com- 
PANY, Chicago, manufacturers of 
the Carlson Craft “DePue”’ Film 
Printing equipment has recently 
announced a substantial price re 
duction on their Optical Picture 
and Sound Track Reduction Prin- 
ter, Continuous and Microfilm 
Printers. The officials of the com- 
pany stated that this price reduc- 
tion was made possible because 
of improved engineering design. 


Improved Roger Camera Timer 

Announced by Rolab Laboratories 
@ Henry RoGer announces that 
a new and improved model Roger 
Camera Timer has been marketed 
by the Rolab Laboratories. The 
camera timer is exceptionally use 
ful for time-lapse cinematography 
and animation. The Rolab Lab 
oratories are located in’ Sandy 


Hook, Conn. 


300-Watt Blower-Cooled Slide 
Projector Is Announced by GoldE 
@ A new 214”x214” slide projec 
tor has been announced — by 
GowwE Merc. Co., of Chicago. 
This 300-watt blower cooled pro 
jector is built right into the alu 
minum cast case, The optical en 
gineering of the projector, called 
the Reriex, is built around the 
triple condensers, which fit into 
machine guides with a heat ab 
sorbing glass that effectively pre 
vents any heat from reaching the 
slide. Individual spring fingers 
hold the condensers and heat fil- 
ter which are easily removable for 
cleaning and service. 

The Reflex, complete with 
lamp and case sells for $74.75. 
Further information and _ litera 
ture may be obtained from GoldE 
Manufacturing Co., 1220) West 
Madison St., Chicago 7, Ill. 


GoLpE’s New Reecex slide pro 


jector in its self-contained case. 
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New Superior Electric Powerstat 
Dimmer Provides Light Control 
@ For your preview theatre o 
conference room where controlled 
light effects are installed, see the 
new Powerstat dimmer, manutac 
tured by the Superior Electric 
Company of Bristol, Connecticut. 
It has a rated capacity of 0 to 850 
watts and operates from a 115 
volt, 50 or 60 cycle, single phase 
source. 

Built as a continuously-adjust- 
able autotransformer to give step- 
less dimming, brightening o1 
blending of lights, the compact 
unit—7”x814”—can be mounted in 
existing switchboards or lighting 
control panels easily and quickly. 


AL. PURPOSE PROsEC TOR 





Viewlex projector with blowe 


Viewlex Adds New Cooling Unit 


@ View ex, Inc. has introduced a 
new cooling unit for use with 
Viewlex AP-2, AP-2C, AP-3, AP-5 
and AP-6 projectors which allows 
“cool-to-touch” operation alter 
many hours of use under all con- 
ditions. The Koorrr equipped 
projector will never exceed 28 
degrees above room temperature. 

The cooling unit consists of a 
base containing a motor operated 
fan with oilite (no oiling neces 
sary) bearings, which fits under 
neath the projector. ‘The projector 
lamp plugs into the cooling sys 
tem base so that the lamp can 
only be lighted when the cooler 
fan is in operation. 

The new Viewlexes with Kool 
ite are fitted with 300 watt lamps 
and aspheric condensers, said to 
be the equivalent of 600° watts 
through an ordinary condenser. 

Viewlex Koolite units may be 
easily installed with four locking 
screws on current projectors. New 
Viewlex models AP-22C, AP-33, 
AP-55 and AP-66 are equipped 
The list 
price of the Koolite at all visual 
equipment dealers is $19.75 


with the cooling units. 





Superior Powerstat dimme? 


Camera Mart Exclusive Distributor 
of Hallen Recorder and Colortran 
@ THe Camera Mart, Inc.ol New 
York announces exclusive distri 
bution rights to the HALLEN Rt 
CORDER and the CoLORTRAN light 
ing equipment. The Hallen re 
cords on oxide-coated 1714 mm 
magnetic film in perfect synchro 
nization with standard 16 mim or 
55 mm cameras. 

Colortran equipment is the an 
swer to producers’ needs for light 
weight, portable lights providing 
approximately 16,000 watts on a 
10 amp fuse. Camera Mart also 
manufactures the portable Cam- 
akT Mike Boom which fits in the 
back of a car when folded. It 
features a 13 foot boom arm, han 
dle for 
completely reinforced. The Mike 
Boom should be ideal for studio 


rotating mike, and is 


or location. 


SaveKote Division Improves Film 
Protection Processing Services 
@ From the Save-Kote Division ol 
AMERICAN FILM REGISTRY Comes 
the announcement that due to 
technical advancements films may 
be doubly protected by applying 
Save-Kote to both sides of 8, 16, 
and 35mm films. This will give 
the film two slippery smooth su 
faces, permitting the film to slice 
through the aperture without dif 
ficulty. By coating the base side 
it will help the films keep flexible 
to assure @asy projection, 
Another of the developments 
announced by Ropert REDFIELD, 
director, is the “tell tale” indica 
tor. This is a color stripe running 


a 
the full length of the film, giving 
a Visible warning when it is neces 


sary to renew the film protection 


pl Ocess. 


OVER 10,000 INDUSTRIAL COMPANIES 
NOW USE BUSINESS SCREEN SERVIC. 











— 
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B & H automatic 16/35MM hot splicer 795.00 
35MM Cinephone Recorder 495 00 
B & H Eyemo Q with lens 895.00 
M H Viewfinders (plus tax) 135.00 
New Auricon Pro Silent Camera 644 50 
Bardwell Quadlites on stands 29.50 
New Auricon 16MM Recorders 664 50 
New Micro 16MM Sound Readers 147.50 
Arri 16MM Step Printer 97.50 


SOS j ] 


S. 0. $. CINEMA SUPPLY CORP. 


Dept. H, 602 West 52nd St., New York 19 





The ONE-STOP STORE for |X 
Film Production Equipment — 


Since 1926 $.0.S. has supplied leading 
film producers with Studio, Cutting Room 
and Lab equipment. IN STOCK — Cameras, 
Lenses, Booms, Blimps, Dollies, Moviolas, 
Recorders, Printers, T. V. Background Pro- 
jectors, Processors, etc.—UNDER ONE ROOF. 


SPECIAL VALUES for THIS MONTH! 


2000W Fresnel spots with heavy yoke 
Neumade 16 /35MM automatic film cleaner 194.50 


$ 57.50 


Free for the asking! 


CATALOG “STURELAB” 


listing over a thousand 


“BEST BUYS” in new and 


rebuilt Film Production 
Equipment. All fully 
gvaranteed. The larg- 


est catalog of its kind 
in the industry — 84 
pages of special buys— 
it will save you many 
dollars 








See 


or 





for price and quality 


precision manufactured 


STEEL FILM CANS 


Tempered steel reels hold to width . . . 
eliminate film rubbing and binding. Cans 
protect your valuable films from damage 
in shipping and handling. Reels and cans 
are lustrous, baked-on, hammertone gray 


finish 
Y ou Visual Education Supply Dealer 
Write to Manufacturer for Information. 





COMPCO 


AND REELS 


COMPCO CORPORATION 


2253 W. ST. PAUL AVE. 
CHICAGO 47, ILLINOIS 
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BETTER LETTER CAMPAIGN 


(CONTINUED FROM PAGE PWENTY-SIX) 


In cartoon style, it high 
lights common faults in letter writing. 


letters to Customers. 


Ihe next six sound slidefilms are the series, 
Frailey’s Letter Clinic, 
the Dartnell Corporation. In these films, Cy 
letter 
consultant, presents the principles of writing 


which is distributed by 


Frailey, author, lecturer and writing 


warm, friendly, concise business letters. 


The first slidefilm in the Frailey series is 
Relax—Be Natural—Just Talk. In it, Frailey 
discusses the mental barriers that make letter 
writing difficult. Prudential instructors apply 
the lessons in the film to the insurance busi 
ness by showing actual letters written by com 
pany executives, which illustrate the points 
made in the film. This method is used with 


all the Dartnell slidefilms. 
Fitms Serve VARIED OBJECTIVES 


Shave Off the Whiskers wages war on formal, 
The 


a Goozler, deflates the 


stilted, hackneyed words and phrases. 
third Don't Be 


executive who considers it impressive to be 


filam, 


flowery and pompous in his writing. In Think 
Before You Write, Frailey presents a five-step 
The Star, 
Hook is actually a formula 


plan for writing effective letters. 
the Chain and the 
designed to get the 
take the action the 
In the last film of the series, Things 


reader's attention and 


stimulate him to write! 
desires. 
the Masters Know, Frailey sums up briefly all 
the principles of writing effective business 


letters that are presented in the other films. 


Lerrer Course ts Given to 5,300 


The Prudential letter writing course has al 
ready been given to the 5,300 persons who 
make up the company’s home and field con 


responde nee Corps Last autumn training cen 


cities in 25 states 
Canada. Field ofhce 
from 44. states, the 


and six 


ters were established in 37 
and three provinces of 
3,000 
Columbia 


personnel strong 


District of provinces of 
Canada then took the course from six instruc 
tors, Who traveled around the circuit of train 
ing centers. The results of this program were 
so gratifying that all new Prudential employ 
ces are 


now given the course betore being 


placed on letter writing assignments. 


Mr. Hedden strongly believes that Pruden 


tial’s slidefilm campaign for effective 


will 


more 


letter writing pay substantial dividends 


to the company in the form of improved pub 
lic and internal relations, as well as in better, 
more profitable service tor policy holders. 














Seen Mths 


FILM PROTECTION 


The only film protection that pro- 
vides a slippery-smooth surface 
for easier trouble free projection 


Gives Your Films 
Extra Mileage 
* Guards against 


scratches, wear and 
climatic changes. 


* Keeps films flexible 
—reduces breakage 


* Protects the sound 
track 





Save-Kote is a scientific process that 
covers any 16mm. or 35mm. film with 
a tough, impervious coating that pro- 
tects and preserves your film against 
dirt, dust, scratches, fingerprints, abra- 
sives, excess heat, extreme cold, oil, or 
high humidity. Save-Kote contains no 
injurious chemicals and cannot affect 
the film in any way. Can be applied to 
any film—new or used—color or black 
and white. 


Save-Kote is inexpensive! $1.25 per 


400 ft. reel. Special quantity discount 
on large orders. Minimum order $2.50. 


SAVE-KOTE YOUR FILMS TODAY! 


Send orders direct to 


AMERICAN FILM REGISTRY 
Save-Kote Division 
28 East Jackson Bivd. 








Chicago 4, Illinols 


Film and Record 


Carrying Cases 














STANDARD 
Senior Case 
Carries and 
Protects up to 
16 112" cans 
and 16 
16 records 
Your choice 
of colors 


Being the largest manufacturer of these cases in 
the industry, we are organized to give you what 
you want in size, design, color and special ar- 
rangements 


We meet your deadlines. Ask any Detroit agency. 


WRITE for our Standard Price List 


PANDORA PRODUCTS CO. 


929 Eton Road 
BIRMINGHAM, MICHIGAN 





BUSINESS SCREEN MAGAZINE 




















The “< 
Picturephone 


MODEL M 


The one machine that has all the fea- 
tures necessary for over-the-desk sell- 
ing. 

It has its own screen, its own record 
compartment, and it needs no shipping 
container or zipper bag. 

It gives you the largest picture in a 
given space. 

Twenty-five advantages over old-style 
equipment. 

You can't be up to date without the 
Picturephone. 


Ask us now 


0. J. McClure Talking Pictures 


1115%2 WEST WASHINGTON BOULEVARD 
CHICAGO 7, ILLINOIS 
Telephone Canal 6-4914 








EDL SOUND READER 





Used with Rewinds For Editing 
16mm and 35mm Sound Film 


® Completely self contained, PM Speaker, volume 


control, off on switch, etc.. all mside compact 
634” H x 6” W x 6” deep case. Weight 7 Ib 
*® SW audio 


power 
® Operates on LI7V 60 cycles AA 
® No Fly Wheel 


instant start and stop, with no 
damage to film 


® Price $185.00 net F. O. B. Chicago 


EDL COMPANY 


2007 S. Michigan Ave. Chicago 16, Ill. 
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G. E.’S “BY 


(CONTINUED 


THEIR WORKS” 





FROM PAGE TWENTY-FIVE) 


company truly operates at the pleasure of the 
people. 

Raphael G. Wolff Studios produced By 
Their Works for the GE General Office adver 
tising division. GE commercial operations are 
divided into a general office and nine semi 
autonomous departments, plus associated com 
panies. Each department contains an adver- 
tising division, many of which have a motion 
picture section. Departmental film activities 
are concerned solely with the public education 
and advertising of specific GE products—such 
as in the Lamp Department's fine new film, 
The Light in Your Life. 

GE's General Office, with headquarters in 
Schenectady, is concerned with overall opera 
tions of the company, The motion picture sec 
tion of the advertising division supervises pro- 
duction of all non-product promotion films. 
It also controls the 3,000 print General Electric 
Motion Picture Library, into which films of 
all departments are placed. 

Through an unusual arrangement, mechan 
ical handling of GE films is conducted by the 
twelve branch offices of the Apparatus Depart 
ment, which receives financial credits for each 
booking. 

General Electric's main film problem is in 
supplying the demand for its pictures. Most 
subjects, despite the large number of prints 
maintained, are now booked solid well into 
1950. In addition, many prints are on long 
term loan to state school system film libraries. 

By Their Works is designed for both public 
and intra-company showings. It is in Koda 
chrome, 45 minutes in running time. Ray 
Wolff's crews traveled to practically all GF 
plants over a period of nine months to record 
their 12,000 feet 
exposed. In addition to music recorded on 


activities. of out takes were 
location by GE singing groups, a special score 
was written for the film. 

fault of By Their Works is that 
perhaps the job it is meant to do is too much 


The only 


for one film. Documenting the General Elec 
tric Company thoroughly would take millions 
of feet of film more than is possible here. This 
picture can only brush the surface gently, leay 
ing a confounding impression of having trav- 
eled too fast, left too many good things too 
soon. Withal, anvone seeing it should be over 
awed by the magnitude of the company’s op 
erations and impressed by the sincerity of 
GE management. e 


The General Electric employee chorus 


iil 2 


' ; 


ieuanel aang 


wrercecaecae 








Ae You Setting Up 
A Sales Training 
Program? 


Or should you be? 

Fen Doscher named it the number one 
business problem of sales executives 
today. 


An accepted, prime tool of sales 
training is the sound slide film, 
properly backed up with Meeting 
Guides and other integrating 


material. 
We make them for: 
Lily-Tulip Cup Corporation 
Johns-Manville Corp 
| Singer Sewing Machine Co 
E. R. Squibb & Sons 
The New Haven R.R 
Empire Crafts Corp 
Robert Reis & Co 
Gregg Publishing Co 
Remington Rand Inc 
National Coal Association 
| Westinghouse Radio 





Write or phone: COlumbus 5-7621 


| Depicts Filme. Sc. 


245 West 55th Street 
New York 19, N. Y. 














B THE MART MESSAGE 





For perfect sync hronization 


Hallen Recorder 


You must see and hear this oustanding 
magnetic tape recorder to appreciate 
its high quality performance and low 
production cost. Eastern distributors. 


New 


Colortran Lights 


Portable high intensity low amperage 
color corrected, approx. 16,000) watts 
on 40 amp fuse. Three different kits 
to meet your needs. Eastern distributors. 


and Sensational 


Cameras, generators, portable mike 
booms for studio and location filming. 
Projectors, editing and lab equipment. 
BLIMPS @ TRIPODS @ 
SPECIAL EFFECTS UNITS @ 


DOLLIES 
DOLLIES 

The Mart Message is ready now. 

Are you on our mailing list? 


THE CAMERA - MART Inc. 


70 WEST 45th ST 
YORK 19 N Y 
CAMERAMART 


NEW 
CABLE ADDRESS 
WORLD-WIDE SERVICE 
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A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 





EASTERN STATES 
* CONNECTICUT * 
Audio-Visual Corp., 53 Allyn St., 
Hartford. 
Rockwell Film & Projection Serv- 
ice, 244 High St., Hartford 5. 
Pix Film Service, 34 E. Putnam 
Ave., Greenwich. 
Eastern Film Libraries, 148 Grand 
Street, Waterbury 5, 


* DISTRICT OF COLUMBIA ° 

Jam Handy Organization, Inc., 
Transportation Bldg., Washing 
ton 6. 

Paul L. Brand & Son, 2153 K St., 
Washington 7. 

The Film Center, 915 12th St. 
N.W., Washington, 

The Walcott-Taylor Company, 
Inc., 501 Mills Bldg., Washing 
ton, 6, D.C. 


* MAINE - 


D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 


* MARYLAND + 


Folkemer Photo Service, 927 Pop 
lar Grove, Baltimore 16. 

Kunz Motion Picture Service, 
432 N. Calvert St., Baltimore 2. 

Robert L. Davis, ?. O. Box 572, 
Cumberland. 

Stark Films, 537 N. Howard St., 
Baltimore 1. 


Howard E. Thompson, Box 204, 
Mt. Airy. 


* MASSACHUSETTS + 

Audio-Visual Corp., 116 Newbury 
St., Boston 16. 

Ideal Pictures, 40 Melrose St., Bos 
ton 16. 

Jarrell-Ash Company, 165 New 
bury St., Boston 16. 

South End Film Library, 56 Val 
lonia Ter., Fall River. 


Gilbert & Kelly, Inc., 134 Mid 
dlesex St., Lowell. 


Massachusetts Motion Picture 
Service, 132 Central Ave., Lynn 

Bailey Film Service, 711 Main St., 
Worcester 8 


* NEW HAMPSHIRE - 
A. H. Rice and Company, 78 W 
Central St., Manchester 
* NEW JERSEY - 
Vitascope, Film Distributors, 155 


Washington St., Newark 2, 
Phone Mitchell 3-7880 


Slidecraft Co., South Orange, N. J. 
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* NEW YORK - 


A. B. T. Productions, Inc., 460 W. 
54th Street, New York 19. 

Wilber Visual Service, 119 State 
St., Albany. Also 28 Genesee St, 
New Berlin, New York. 

Buchan Pictures, 79 Allen St., 
Buffalo. 

Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 

Association Films, Inc., (formerly 
Y.M.C.A. Motion Picture Bu- 
reau) 35 West 45th Street, New 
York 17. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
l4th St., New York City 11. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

Otto Marbach, 630 9th Ave., New 
York. 

Mogul Bros., Inc., 112-114 W. 48th 
St.. New York 19. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S. O. S. Cinema Supply Corp., 602 
W. 52nd St., New York 19. 


Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 
United Specialists, Inc., Pawling. 
The Jam Handy Organization, 

Inc., 1775 Broadway, New York 
Duncan, James E., Inc. Motion 
Picture Service, 186 Franklin 

Street, Rochester 4. 


Shaw Visual Education Service, 
150 Linden St., Syracuse 3. 


Visual Sciences, 599BS Suffern. 


Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. 

* PENNSYLVANIA + 

J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 

Harry M. Reed, P. O. Box No. 
447, Lancaster. 

Kunz Motion Picture Service, 
1319 Vine St., Philadelphia 7. 
1905 Sanderson Ave, Scranton 9 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 

Clem Williams Films, 311 Mar 
ket Street, Pittsburgh 22, 

L. C. Vath, Visual Education Sup- 
plies, Sharpsville. 


* RHIODE ISLAND + 


Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 


* WEST VIRGINIA + 

J. G. Haley, P. O. Box 703, 
Charleston 23. 

Pavis, Inc., 416 W. Washington 
St., Phone 35-515, Box 6095, 
Station A, Charleston 2. 

United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 

Theatre Service & Supply Co., 
Phone 24048, Box 1389 Hunt- 
ington. 


SOUTHERN STATES 


* ALABAMA + 


Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 

Stevens Pictures, Inc., 526 20th 
St., N., YMCA Bildg., Birming- 
ham. 


* FLORIDA - 


Florida School Book Depository, 
700 E. Union St., P. O. Box 36, 
Station G, Jacksonville 7. 

Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 

Orben Pictures, 1137 
Ave., Jacksonville 7. 

Ideal Pictures Co., 1348 N. Miami 
Ave., Miami 36. 

Bowstead’s Camera Shop, 1039 
N. Orange Ave., Orlando. 
Southern Photo and News, 608 
E. LaFayette St., Tampa. 


Miramar 


* GEORGIA - 


Calhoun Company, 255 Ponce De 
Leon Ave., N.E., Atlanta 3. 

Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N. E., Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


» KENTUCKY 


Hadden 16mm Film & Projection 
Service, 423 W. Liberty, Louis- 
ville 2. 

Ideal Pictures, 423 W. Liberty 
St., Louisville 2. 


* LOUISIANA + 


Stanley Projection Company, 
21114 Murray St., Alexandria. 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE 


Stirling Movie & Photo Co., 1052 
Florida St., Baton Rouge 85, La. 

Ideal Pictures Co., 826 Barrone 
St., New Orleans 13. 

Delta Visual Service, Inc. 815 
Poydras St., New Orleans 13. 
HarFilms, Inc., 600 Baronne St., 

New Orleans. Since 1915. 
* MISSISSIPPI + 
Herschel Smith Company, 119 
Roach St., Jackson 110. 
Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 
* NORTH CAROLINA + 


National Film _ Service, 
Glenwood Ave., Raleigh. 


* SOUTH CAROLINA - 


14-20 


Palmetto Pictures, Inc., 719 Sa- 
luda Ave.—At Five Points, Col- 
umbia 11. 


* TENNESSEE + 


Sam Orleans and Associates, Inc., 
211 W. Cumberland = Ave., 
Knoxville 15. 

Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal 
Bldg., Knoxville. 

Ideal Pictures Corp., 18 S. 3rd 
St., Memphis 3. 

Kirkpatrick, Inc., 250 
Avenue, Memphis 3. 

Southern Visual Films, 687 Shrine 
Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 


Monroe 


« VIRGINIA - 
Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 
Ideal Pictures, 219 E. Main St., 
Richmond 19. 
National Film Service, 309 E. 
Main St., Richmond. 


MIDWESTERN STATES 


* ARKANSAS + 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Williams Co., 719 Main 

St.. Litthe Rock. 


* ILLINOIS + 


American Film Registry, 28 E 
Jackson, Chicago 4 HAr 7 
2091 

Ideal Pictures Corp., 28 E. 8th 
St., Chicago 5. 
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Jam Handy Organization, Inc., 
230 N. Michigan Ave, Chicago | 

McHenry Films, 537 S. Dearborn, 
Chicago 5. 

Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 

Association Films, Inc., (formerly 
Y.M.C.A. Motion Picture Bu- 
reau), 206 S. Ave., 
Chicago 3. 

Visual Research Company, P.O. 
Box 937, Chicago 90. 


Michigan 


* INDIANA + 
Ideal Pictures, 1214 Pennsyl- 
vania St., Indianapolis 2. 
Indiana Visual Aids Co., Inc., 726 
N. Illinois St., Indianapolis 6. 
Burke’s Motion Picture Co., 434 


Lincoln Way West, South 
Bend 5. 


* IOWA + 
Pratt Sound Film Service, 720 
Third Ave., S.E., Cedar Rapids. 
Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 


* KANSAS-MISSOURI + 


Kansas City Sound Service (Ideal 
Picture Corp.) 1402 Locust St., 
Kansas City 6, Mo. 

Select Motion Pictures, 1326-A 
Oak St., Kansas City 6, Mo. 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


* MICHIGAN + 


Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., 
Detroit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Locke Film Library, 120 W. Lov- 
ell St., Kalamazoo 8. 


* MINNESOTA - 


Ideal Pictures, 301 W. Lake St., 
Minneapolis 8. 

Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minne- 
apolis 3. 

National Camera Exchange, 86 S. 
Sixth St., New Farmers Me- 
chanics Bank Bldg., Minne- 
apolis 2. 


* OHIO - 
Lockard Visual Education Serv- 
ice, 1025 North Main Street, 
Akron 10. 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati. 
Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14, 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., ‘Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 

Twyman Films, Inc., 29 Central 
Ave., Dayton 1. 

James B. Upp Motion Picture 
Service, 639 Broadway, Lorain. 
M. H. Martin Company, 50 
Charles Ave., S. E., Massillon. 
Gross Photo Mart, Inc., 52-++ Mad 

ison, Toledo 4. 
Thompson Radio and Camera 


Supplies, 135 S. 6th St., Zanes 
ville. 


* WISCONSIN + 


R. H. Flath Company, 2410 N. 
3d St., Milwaukee 12. 

Gallagher Film Service, Green 
Bay. Also 639 N. 7th St., Mil- 
waukee 3. 

Wisconsin Sound Equipment Co., 
Inc., 628 W. North Ave., Mil- 
waukee 12. 


WESTERN STATES 


* CALIFORNIA + 


Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Donald Reed Motion Picture 
Service, 8737 Wilshire Blvd., 
Beverly Hills. 

Camera Craft, 6764 
Ave., Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 

Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 

Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles 5. 


Lexington 


Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower 
St., Los Angeles 14. 
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Carroll W. Rice Co., 424 - 40th St., 
Oakland 9. 

Association Films, Inc., (formerly 
Y.M.C.A. Motion Picture Bu- 
reau), 351 Turk St., San Fran 
cisco 2. 

C. R. Skinner Manufacturing Co., 
292-294 Turk St, San Francisco 2 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 


*« COLORADO - 
Ideal Pictures Corp., 714 18th St., 
Denver 2. 
Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


- IDAHO - 
Howard P. Evans, Audio-Visual 
Equipment, 305 N. 9th, Boise. 
* OKLAHOMA + 
Vaseco, 2301 Classen, Oklahoma 
City 6. 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 
Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5. 
* OREGON - 
Cine-Craft Co., 1111 S. W. Stark 
St., Portland 5. 
Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland 5. 
Moore’s Motion Picture Service, 


306-310 S. W. Ninth Ave., Port- 
land 5. 


* TEXAS - 


Association Films, Inc., (formerly 
Y.M.C.A. Motion Picture Bu- 
reau), 3012 Maple Ave., Dallas 
1. 

Audio Video, Inc., 4000 Ross Ave., 
Dallas 4; 1702 Austin 
Houston. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 

Ideal Pictures, Inc., 2024 Main 
St., Dallas 1. 

Visual Education, Inc., 12th at 
Lamar, Austin; Also, 2010 N 
Field St., Dallas 1; 3905 S. Main 
St., Houston 4, 


Ave., 





Capitol Photo Supplies, 


2428 
Guadalupe St., Phone 8-5717, 
Austin, 


* UTAH + 
Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 
Ideal Pictures, #10 Post Office 
Place, Salt Lake City 1. 


* WASHINGTON - 
Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 
Rarig Motion Picture Co., East 
1511 Third Ave., Spokane. 


* HAWAII + 
Ideal Pictures, 1370 S. Beretania 
St., Honolulu, T, H. 
Motion Picture Enterprises, 655 
Kapiolani Blvd., Honolulu, 
TT. & 


General Films Limited 
Head Office: 
Regina, Sask., 1534 Thirteenth 
Ave. 
Branches: 
Edmonton, Alta., 10022 102nd 
Street 
Montreal, Quebec, 263 Craig St. 
West. 
Moncton, N. B., 212 Lutz St. 
Toronto, Ont., 156 King Street 
West. 
Vancouver, B. C., 737 Hamilton 
Street. 
Winnipeg, Man., 810 Confed- 
eration Life Bldg. 
St. John’s, Nfld., 445 Water St. 
Radio-Cinema, 5011 Verdun Ave., 
Montreal, Quebec. 


FOREIGN 
Distribuidora Filmica Venezolana, 
De 16MM., S.A., Apartado 706 
Caracas, Venezuela, S.A. 





There’s An Audio-Visual Specialist in Your Town! 


* Contact the specializing dealers listed in these pages 
for dependable projection service, projector and accessory 


sales and maintenance and for your film needs. 

Many of the dealers listed carry stock libraries of train- 
ing, informational and recreational films for your pro- 
grams. They are also qualified to service projection equip- 
ment for maintenance and repair. For address of dealers 
in towns not listed here write: The National Directory of 


Visual Education Dealers, 812 No. Dearborn Street, Chi 


cago 10, Illinois. Dealer listing inquiries are invited. 





USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE 
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SAM ORLEANS 
AND ASSOCIATES, INC. 


821 Sterick Bidg 
Memphis 
Phone 37-5800 


211 W. Cumberiand 
Knoxville 


Phone 3-9098 


TENNESSEE 


For !6mm. Film — 400 to 2000 Reels 
Protect your films 


sip in FIBERBILT CASES 
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SHIPPING 
CASE 











SITUATION WANTED 


BUSINESS SCREEN MAGAZINE 
812 N. Dearborn Street 
Chicago 10, Illinois 








National Audio-Visual Convention Exhibitors 


(CONTINUED FROM PAGE FORTY-FIVE OF THIS CURRENT ISSUE) 


Audio-Visual Division, Popular Science Publishing Co. Booth 8 

353 Fourth Avenue, New York 10, New York 

Exhibiting: Teach-O-Filmstrips, Teach-O-Discs, Projectors 

In charge of exhibit: J. M. Goodsell 

Post Pictures Corporation 

115 West 45th St., New York 19. New York 

Exhibiting: 16mm motion pictures 

In charge of exhibit: Hal Baumstone 

Radiant Manufacturing Company 

2627 W. Roosevelt Rd., Chicago 8, Illinois 

Exhibiting: Projection screens and photographic equipment 

In charge of exhibit: A. Wertheimer 

Radio Corporation of America, RCA Victor Division 

Front and Cooper Sts., Camden, N. J. 

Exhibiting: lémm equipment 

In charge of exhibit: J. J. Dosta 

Rauland-Borg Corporation 

3523 W. Addison St., Chicago 18, Illinois 

Exhibiting: Centralized sound distribution and intercommunication systems 
for schools 

In charge of exhibit: R. M. Gray 

Reeves Soundcraft Corporation 

10 East 52nd Street, New York 22, N. Y. 

Reeves projected television equipment 

In harge of exhibit: Mr. A S Lissance 

Revere Camera Company 

320 East 21st Street, Chicago 16 

Revere products 

In charge of exhibit: E. J. McGookin 

Simpson Optical Manufacturing Company 

3200 W. Carroll Ave., Chicago 24, Illinois 

Projection lenses, camera lenses, sound optical systems 


J. E. Curtin 
Society for Visual Education, Inc. Booth 28 
"300" and SVE Entertainer ''300", 


100 E. Ohio St., Chicago 11, Illinois 
Exhibiting: SVE Tri-Purpose Instructor 
slide binders, educational and religious filmstrips, and 2x2 color slides 
In charae Walter E. Johnson 
Spindler and Sauppe Booths 54-55 
2201 Beverly Blvd., Los Angeles 4, Calif. 
Exhibiting: “Selectroslide" automatic slide projectors and daylight projec- 
tion screens 
harge + exhibit GS 





Booth 66 
Booths 42-43 
Booth 9 


Booth 75 


Booth 11 
Exhibiting 


Booths 73-74 


Exhibiting: 


Booth 61 


Exhib Ting: 


In charae of exhibit: 


t exhibit 


Spindler 
Technical Service, Inc. 

30865 Five Mile Rd., ‘Plymouth, Michigan 
Exhibiting: TSI Suitcase Projector 

Robert P. Nev 
Saienaed P aemoille cenieatinn 
1709 Northwest |6th, Oklahoma City, Okla. 
Exhibiting: Seoscope microprojector 

| narge t exhibit: c ag Ring 

Victor Animatograph Corporation 
Davenport, lowa 

Exhibiting: 16mm motion picture equipment, record players and accessories 
Viewlex, Inc. 


Eldon Imhoff 
Booths 32-33 
3501 Queens Blvd., Long Island City |, N. Y. 
Exhibiting: Combination slide and slide stripfilm sound slidefilm, projectors. 
exhibit: Ben Peirez 
Webster Electric Compony Booth 87 
1900 Clark St., Racine, Wisconsin 
hibiting Ekoptape magnetic tape recorder 
: Ss Bure 
Wisconsin Sound Equipment Co., Inc. 
628 West North Ave., Milwaukee. Wis. 
ng: Filmstrip cases, tape recorders, record transcription players, Col- 
seseape 
n exn R. C. Van Brunt and S. V. Colley 
Young Amesiecn Filens, Inc. 
18 Eee? 4\st St., New York 17, New York 


a America filmstrips and !6mm films 
T Cc More hou e 


Booth 86 


narge tT exnid 


Booth 19 


Booths 56-57 


t exhibit 


harae of exhibit 


Booth 15 


Booth 39 


t exh 





| NEW 16MM MOVIOLA 
Model LP 


Picture area 
2" x2%" 
also 
available 
with sound 
equipment. 


Write f 
| complete line 
equipment, whi 
machines, sound readers, synchronizers, 
> rs, rewinders. 
MOVIOLA ‘imine Co. 
1451 Gordon St. Hollywood 28, Calif. 


ind prices on our 
nd 35mm editing 
ides: film viewing 


lifferentia 





. stopping at Deer Trail 
Lodge on beautiful Lake No- 
komis, Wisconsin. .one of the 
vacation spots of the world. 
Rates—$55.00 per week and 
up, American plan. Send for 
illustrated booklet. 


SUMMER 
at Deer Trail Lodge 


Summertime is most delightful at 
Deer Trail Lodge—warm days 
and cool nights. 


There are thrills of horseback 
riding along beautiful trails, to 
say nothing of boating on Lake 
Nokomis with its 45 miles of shore- 
line. In fact. there is not a dull 
moment any time of year for old 
and young. Distinguished clientele. 

Tennis courts, shuffleboard, bad- 
minton courts, horseshoe courts, 
archery ranges, swimming — pool 
and beach, baseball, croquet, bi- 
cycling, bowling, trap shooting— 
all in the midst of Wisconsin's 
pine country 


SEND FOR ILLUSTRATED BOOKLET 


Deer ait (edge 


HEAFFORD JUNCTION, WISCONSIN 
























These superb SOM NUDASCOL f 


neo Projectors 


Ut yf prin? g Quality—quality of construction ... of screen image... of tonal 


output—has been and still is the keynote of these two outstand- 
ing 16mm. sound projectors: The famous “FS-10-N,” for ideal 


screenings, ideal sound, in home or auditorium . . . the super- 

powerful “FB-40,” in “blimp” case, for maximum undistorted 

volume in large auditoriums. Both available with your choice 

of precision, Lumenized projection lenses and powerful lamps 

— to flood the size screen you like, at the distance you desire to 

‘ use it, with crisp and detailed images that are s-h-a-r-p from 
corner to corner. Both incorporate the unique Fidelity Con- 
trol that assures the finest sound results from a// types of 16mm. 
film—originals, contact prints, or reductions from 35mm. And 


both now available at new low prices that make headline news 
of the value these prices represent. 









Eastman Kodak Company, Rochester 4, N. Y. 4 





40-watt output 
... twin speakers 


*585 


with single speaker 


*345 


with twin speakers 


*395 


Prices 
subject to change 
without notice 





Everything you need for top sound or si- Sound Kodascope FB-40 Projector 
lent projection in home or hall—packed in Unequalled sound output from a portable, tungsten-lamp, sound 
two sturdy cases. Simple, finger-tip-ready projector! This, and its price, are the big news about this 
controls; microphone-phonograph pickup; “blimp” case projector! It has all the versatility of the A 
single- or twin-speaker units. Supplied, “FS-10-N"—plus pick-up and microphone jacks 
complete, with f/1.6 Lumenized lens, 750- which permit mixing music, voice com- Kodlalk 
watt lamp, and incidental accessories. mentary, or both, with sound or 


“Kodok" is a trade-mark silent films. 



































